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The purpose of the master thesis is to utilize service design theory and tools to co-create 
concepts of the workplace of the future with multiple stakeholders for company X.  The pro-
posed concepts are co-created with the customer, the decision maker and the service provid-
er Y of case company X.   
 
The objective of the thesis is to propose a few concepts of the workplace of the future for 
company X’s decision makers using service design methods and service design workshop. The 
outcome will be presented to the decision maker in company X and service provider Y. Both X 
and Y committed to take the outcome of the workshop seriously and agreed to evolve accord-
ing to customer’s needs and keeping financial limitations in mind. The main research ques-
tions this thesis work answers are: what are the key benefits and challenges of applying co-
creation with multiple stakeholders in organizations. 
 
The thesis development tasks include understanding the trend of the workplace of the future, 
analysis of existing end user satisfaction survey, in-depth interviews, service design workshop, 
applying suitable service design tools and methods, facilitating co-creation with participants, 
prioritization of the concepts, and documentation of the whole process and the thesis. The 
methods that are used in this thesis are desktop research, survey, personas, prototyping, co-
creation, interviews with customers and decision makers and service providers, and facilita-
tion of the service design workshop.  
 
This thesis provides both scientific and practical value for customers, case company X and 
service provider Y. In a broader perspective, the outcome of this thesis is also very valuable 
for people who are interested in service design, workplace development and/or management, 
and concept development.  The analysis of the results, conclusions and recommendations are 
all based on this thesis research project, especially the service design workshop. 
 
Keywords: customer-oriented development, co-creation, workplace of the future, multiple 
stakeholders, new concept development, service design, service design methods, service de-
sign tools. 
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1 Introduction  
Today, almost every company is undergoing a digital transformation. There are many factors 
triggering the transformation journey. Technological factors such as cloud and mobile compu-
ting, artificial intelligence, and increasing automation have created the potential to trans-
form nearly every aspect of a business.  
 
How does this transformation affect employees and their workplace? How co-creation with 
employees, suppliers and employers could bring advantages in the concept development of 
the workplace of the future? This research project aims to find facts and answers to these 
questions.  
1.1 Why I choose this thesis topic  
The topic in this thesis is suitable for master thesis development topic because firstly, the 
topic represented is a real concept development case in real business world. Secondly, the 
context of the case represented in the thesis is relevant for co-creation and service design 
principles.  Like Mesing (2014) said, whether internal- or external-facing, service design is 
about the organizational discipline required to deliver excellent experiences. Thirdly, the 
complexity of the problem in the thesis is high and requires thorough analysis and research.  
1.2 The purpose of the thesis 
The purpose of the thesis is to propose co-created concepts of workplace of the future based 
on the application of service design methods to increase customer satisfaction survey result 
for the case company. 
1.3 The objective of the thesis 
The objective of the thesis is to co-create concepts for the workplace of the future using ser-
vice design methods and tools with multiple stakeholders such as customer, decision maker 
and supplier of a case company. The final concepts will be presented to case company stake-
holders. Implementation of the selected concepts is likely to take place later although pro-
cess and result of concept implementation is not presented in this thesis.  
1.4 Key research questions  
The key research questions to be answered by this thesis are defined as following: 
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• RQ1: “What are the key benefits of applying co-creation with multiple stake-
holders in organization?” 
• RQ2: “What are the key challenges of applying co-creation with multiple stake-
holders in organization?” 
 
Through these research questions this thesis project aims to investigate whether there are 
advantages for case company to co-create with its employees (customer) alongside external 
stakeholders such as service provider and decision maker. As an outcome of this study and 
based on the findings, concrete development proposals for workplace of the future will be 
presented for the case company’s workplace management. Changes and adjustment of exist-
ing concept development plan in case company X will be expected as the result and possible 
implementation of the suggested proposals from workshop might be taken place in later 
stage. Conclusion part of this thesis report will summarize the findings and results in more 
detail.  
 
The research outcome will benefit the customer (internal employees who use the service in 
company X), the decision maker (company X workplace management) and service provider Y.  
The key benefit for customer is their voices are heard directly and they will likely to receive 
better services provided by service provider Y according to their feedbacks. The key benefit 
for decision maker in case company X is they will hear employees’ voices and understand 
what might be important and what might not be. Their concept development will be based on 
the employee’s feedbacks therefore the satisfaction result will likely to increase. This thesis 
project also provides a service design experience for the organization. The key benefit for 
service provider Y is company X will be happier when service provider Y has implemented so-
lutions based on company X’s customer feedback therefore company X and service provider 
Y’s partnership will be strengthened.  
 
1.5 Case company 
Case company, here refers to Company X states that their goal is to provide a relevant finan-
cial solution to helps people to reach their goals and realize their dreams. Company X serves 
over 10 million personal customers and more than half a million corporate customers globally. 
Company X employees 30,000 employees globally. Decision maker sits in organization that is 
part of group workplace management team in company X. 
 
Company X’s campus in Finland is in Helsinki. 2200 employees work in the campus. Case com-
pany’s campus consists of 7 buildings that were built in different years in between of 1898 
and 2003. 
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Figure 1: Case company’s campus map 
 
Service provider Y provides multi-service portfolio for case company X including facility man-
agement; catering services; cleaning services; support services; property services and security 
services.  
 
Service provider Y is “integrated service provider” for the case company X. An Integrated Ser-
vice Provider (ISP) is a for-hire firm that performs a variety of logistics service activities such 
as warehousing, transportation, and other functional activities that constitute a total service 
package. In addition, other categories of spend may fall under the ISP's scope such as mainte-
nance, repair, and operations (MRO) services.  Firms provide such services typically have a 
good understanding of their customer’s needs and are responsible for executing services in 
accordance with contract documents.  Being an integrated service provider for company X 
might have impacts on how the service is delivered and organized because of the contract 
terms for service provider Y might be different than normal service providers. This aspect has 
been taken into consideration when this research is conducted. 
 
Service provider Y has nearly 500,000 employees and activities in approximately 75 countries 
across Europe, Asia, North America, Latin America and Pacific. More than half of company Y’s 
employees are based in emerging markets (An emerging market (also known as a Newly  
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Emerging economy) is a country that has some characteristics of a developed market, but 
does not meet standards to be a developed market). The vision of service provider Y is to be-
come the world’s greatest service organization. 
 
Based on desktop research (source: https://servicefutures.com/are-your-facilities-
integrated), there are clear benefits of companies to choose integrated service providers. To 
name a few, the notable benefits include:  
 
• Immediate cost savings through synergies delivered by integrating services.  
• The “one stop shop” concept reducing the clients cost of tendering and vendor 
relationship maintenance.  
• The solution is characterized by quality and flexibility.  
• IPS focuses on continuous evaluation and improvement of the service solution.  
 
The customers of the services refer to all employees located in headquarter of company X in 
Helsinki.  Historically, decision maker in company X and service provider Y have been actively 
collecting the feedback from customers; however, the improvements done according to the 
feedback from customer have not been resulted in increase of customer satisfaction survey 
score. 
 
In the current situation, decision maker gets the result after the survey presented by service 
provider and they will suggest some improvements based on the survey result. No workshops 
with customers or more discussions with customers have been conducted. There might be cus-
tomer representatives involved (mostly line managers).  
 
Decision maker of company X might be under the impression that service provider Y did not 
have the right competence to deliver improvements. Service provider Y has tried to make 
changes however the changes done have not been reflected into the customer satisfaction 
survey result improvement in company X. In fact, the result of the most recent customer sat-
isfaction survey has worsened in some categories compare with previous result in company X.  
 
Originally, the service provider Y would like me to consider one other area however, due to 
the fact there has been already big projects and cost allocated to that area and we made a 
common agreement with decision maker in company X and service provider Y to consider the 
workplace of the future as a topic for this project. The workplace of the future has been on 
the agenda for both service provider Y and decision maker in company X however it has not 
been yet explored with resource and focus.   
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Service design was considered a fresh perspective from decision maker’s perspective in com-
pany X. They are looking forward for the project outcome and are very supportive in getting 
this research forward. There is an existing service design network within company X. Service 
design is not that much used yet in company X however there are people interested and peo-
ple organize networking events voluntarily to evangelize the message to broader organiza-
tions. Some organization hired business designers which could be considered same as service 
designers. Service design method is not only service targeted, in fact it is very often a busi-
ness re-modelling and business design oriented.   
 
SAFe (Scaled Agile Framework) / Agile way of working is being rolled out in the case compa-
ny. The case company is undergoing a transformation into Agile way of working. This is taken 
into consideration of this thesis project. Case company’s management has decided to adopt 
agile way of working to enable more cross functional collaboration and to enable learning 
processes to allow mistakes and pilots before releasing new product and/or services to cus-
tomers.  
 
An important element to consider in this project is the renewed value of case company. The 
new corporate values are: Collaboration, Ownership, Courage and Passion.   This is very im-
portant as a great workplace for people directly affects employee’s mind-set and behaviour. 
The outcome of the research will be important consideration for decision maker in case com-
pany X to provide to their management for getting support on the concept development of 
the workplace of the future. 
1.6 Key concepts 
Customer 
 
In this thesis the term “customer” refers to employees of the case company. Integrating cus-
tomers in product and service development processes for understanding their needs and learn 
from those needs has become an essential part of organization’s development and innovation 
processes (Heinonen et al. 2010).  
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Stakeholders 
 
Freeman (1984, 46) defined stakeholder as “any group or individual who can affect or is af-
fected by the achievement of the organization's objectives”. Stakeholders usually means 
company’s service providers, customers, employees and shareholders, and in wider sense 
government and communities. In this thesis report, stakeholders include “employees as cus-
tomers”, “service provider Y” and “decision maker in company X”. The term “customer” is 
referring to employees of case company X. The term “service provider” is referring to the 
integrated service provider Y of case company X. The decision maker is referring to the man-
agement representative who sponsored this thesis project. 
 
Value and value co-creation 
 
This thesis research project understood co-creation as the inter-collaboration in the 
creation process of value via shared inventiveness, design, knowledge, and other sub process-
es. (Pralahad & Ramaswamy 2004; Ostrom et al. 2010; Ojasalo 2010). 
 
Service-dominant logic (S-D logic) 
 
Gummesson (2008) claims that services are the fundamental unit of exchange for the benefit 
of others. Vargo and Lusch (2008) argues the S-D logic understands value as a collaborative 
process between providers and customers, rather than what producers create and subse-
quently deliver to customers.   
 
Service experience 
 
Payne et al. (2008) stated that creating customer service experience is less about products 
and more about relationships and therefore, the entire offer itself. Service experience is fo-
cusing on “value-in-use” instead of the single product features. The word of experience here 
expressed the entireness of the offering, it is not a one or few encounters it is also including 
the experiences between the encounters. The simplest experience is to perform a call to cus-
tomer service number in one firm. The experience customer gets starting from the moment of 
dialling and including the waiting time on the line before the customer reaches to service 
representative of the firm.  
 
 
Co-creative enterprise 
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Ramaswamy and Gouillart (2010a) said that co-creative enterprises, along with other fea-
tures, call on employees to participate in redesigning their work experience and to develop  
interactions that did not exist before. This leads to increased employee engagement; em-
ployees are more committed to the company and enjoy the psychological or economic value 
the co-creative process provides.  
 
Collaboration in the workplace  
 
Collaboration could be considered as when two or more people (often groups) work together 
through idea sharing, thinking and discussion to accomplish a common goal. It can be consid-
ered as a simply teamwork taken to a higher level.  
 
1.7 Structure of the thesis 
Chapter 1 includes overall introduction of the thesis. Chapter 2 includes theoretical 
knowledge of this thesis. Chapter 3 provides service design process and methods and tools 
used in this thesis. The summary and conclusion of the thesis is presented in chapter 4, for 
presenting how the service design process, methods and tools are applied in this thesis pro-
ject and the next step of potential further research.  
2 Theoretical knowledge 
2.1 Value co-creation 
This thesis follows the prevalent theory of service marketing, the service-dominant logic pre-
sented by Vargo and Lusch (2004, 2006) which stated that value is always created and deter-
mined by the user through use (“value in use”) and the customer is always a co-creator of 
value although scholars have been debating whether S-D logic is moving forward or back-
words, (Vargo & Lusch 2011) concluded “we do not believe that S-D logic takes us backward 
from G-D logic but rather forward, toward more robustness and relevance. Clearly 
O’Shaughnessy and O’Shaughnessy (2009) believe otherwise but it is neither for them nor us 
to decide. Only the discipline can decide, and it will be up to the historians of marketing sci-
ence far in the future to tell the complete story.” 
 
Sangiorgi (2012) added value was originally conceived as embedded in tangible goods, while it 
is now perceived as co-created among various social and economic actors during the process 
of use. Vargo et al. (2008, 26) also demonstrated that value is always co-created, jointly and 
reciprocally, in interactions among providers and beneficiaries through the integration of re-
sources and application of competences. Ind and Coates (2013, 86) describe this as a shift in 
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thinking from the logic where organizations define value to a more participative one where 
people and organizations together create and develop value by meaning.  
 
Table 1 compared the G-D logic and S-D logic on value creation. Value driver in S-D logic is 
value-in-use or value-in-context. In this thesis project, value driver is “value-in-use”. Creator 
of the value in S-D logic could be firm, network partners and customers.  In this thesis pro-
ject, creators of value are firm, service provider and customers. 
 
 
Table 1: G-D logic vs S-D logic on value creation (Vargo et al. 2008, 26, 145) 
 
Revans (1998) stated that companies that rely on traditional ways of product development of 
company-centric practices are confronted by decreased customer satisfaction and decline in 
growth. Customer oriented development is recognized by most organizations as one of the 
main success factor in today’s competitive environment, which allows companies to develop 
products and services to fulfil real customer needs and requirements and thus reduce the 
waste and increase customer satisfaction. 
 
Additionally, Bhalla (2011) pointed out that companies today are dealing with a new type of 
customer – one that is better educated, more collaborative, and infinitely more resourceful 
than at any time in the past. Grönroos and Voima (2012) added that the customer, can create 
value independently or decide to co-create value through direct interaction with the provid-
er.  
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Woodall (2003) demonstrated that value is an elusive concept which is perceived in an indi-
vidualistic way by the customer. According to Grönroos (2008), value is defined as a feeling of 
becoming better off, in some respect than before using the service provided the definition of 
the value for customers. In other words, it means that after customers have been assisted by 
a self-service process or a full-service process, they are or feel better off than before.  
 
Vargo, Magilo and Akaka (2008) also mentioned the alternative views on value. Contention 
over the definition of value is ancient, dating back at least to Aristotle, who first distin-
guished be-tween two meanings: “use-value” and “exchange value”. Exchange-value was con-
sidered as the quantity of a substance that could be commensurable value of all things how-
ever it is proven to be more complex and difficult to explain.  
 
This is further stated by Vargo and Lusch (2016) that value is co-created by multiple actors, 
always including the beneficiary. Vargo and Lusch (2004) describes value for customer is 
uniquely defined by customers, the customer creates the value and moreover experiences the 
value individually.  Terblanche (2014, 2) also stated that co-creation of value means that val-
ue is not created by the firm and transferred to the customer during the transaction, but ra-
ther is jointly created by the customer and the supplier during consumption. 
 
Petri and Jacob (2016, 68) named “Information and knowledge exchange” as one variable de-
fines customer’s contribution in value co-creation. “The customer's degree of activity in the 
information and knowledge exchange process varies. A passive customer provides access to 
the requested data only. In contrast, when customers take a more active position, they can 
foster co-creation by not only providing access to information but also connecting the provid-
er's employees with the right people within the customer's organization as well as contrib-
uting to the process through their expertise and knowledge even if not requested by the pro-
vider. Thus, providers emphasized the need for knowledge exchange and customer exper-
tise.” As well, “Customers consider taking the lead through the solution process and not dele-
gating as important for value (co)-creation.”   
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According to Ojasalo (2010, 176), significant competitive advantage can be obtained by 
adopting deeper understanding of the characteristics of co-creation. Companies found it diffi-
cult to discover the latent needs of customers. Therefore, new methods were required to im-
prove understanding of customer’s latent needs, value and value creation process (Ojasalo 
2010, 174). Talking, observation and listening can reveal customer’s real needs that are not 
shown in traditional quantitative methods (Clatworthy 2010, 140).  
 
Involvement of customers in a firm’s innovation and development process required the firm to 
apply new practices to include customer early in the development processes. Despite this, not 
many frameworks or models were defined that would help a company in co-creation with cus-
tomers. Kim-bell also said by focusing on humans rather than companies, service design think-
ing was finding ways to help companies co-create value with their stakeholders (Kim-bell 
2010, 46). 
 
Ramaswamy and Gouillart (2010) described co-creation offered a powerful approach to foster 
innovations.  Payne et al. (2008) saw value co-creation in the context of S-D logic and they 
have developed a conceptual framework demonstrating how customers engage in value co-
creation, explaining how it can be managed. The framework embedded three interconnected 
processes, customer, encounter and supplier processes, as key processes in managing value 
co-creation (see table 2 below). 
 
 
Table 2: A conceptual framework for value co-creation. (Payne et al. 2008, 86) 
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The black two-way arrows in the centre demonstrated the two-way repetitive activities which 
link the customer and supplier processes, and which create possibilities for value co-creation 
activities. The thicker one-way arrows between the customer and customer learning and the 
supplier and supplier learning demonstrated the mutual learning on both sides as a key-
component of fostering future co-creation activities. 
 
Skarzauskaite (2013,123) concluded “Value co-creation includes: (1) Active involvement; (2) 
Integration of resources that create mutually beneficial value; (3) Willingness to interact and 
(4) A spectrum of potential form of collaboration. In the process of co-creation both customer 
and organization were equally important. Through interaction, the organization got oppor-
tunity to influence the customer value creating process. During this direct interaction (in the 
environment of social technologies), each value creating processes (customer process and 
organizational process) were merging into one integrated dialogical process.” 
 
To conclude, the value co-creation requires active participation, good relationship between 
customer (employees in case company X), firm (decision maker’s organization in company X), 
supplier (service provider Y for case company X). It can’t not be created by any single one of 
them and require collaboration and co-creation.  
2.2 Different roles in co-creation  
2.2.1 Role of customers in co-creation in S-D logic 
Systematically involving customers for value co-creation in turn helped to develop new capa-
bilities as empirically evidenced in Zhang and Chen (2008). The key was to integrate and in-
volve customers in the value creation process (Pine et al. 1995; Wind & Rangaswamy 2001; 
Zhang & Chen 2006, 2008; Ramaswamy 2009) as the utmost goal was to continuously satisfy 
customers demand.  
 
Gallup (2009) found out the most recent cross-sectional research adds more weights on the 
co-creation strategy that the world’s leading organizations used engagement of their custom-
ers as a primary strategy to gain business success: those that engage their customers outper-
formed those that did not. Furthermore, customization encompassed more co-creating activi-
ties and offered customers more controls in the customization process, which in turn helps 
develop and enhance the operational capabilities (Wind & Rangaswamy 2001; Zhang & Chen 
2008). 
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Today’s customers were not content with being mere spectators. They wanted to be heard; 
they wanted to have a say in how customer value is created and what they would like to con-
sume. Given the opportunity, they were willing and unafraid to use their initiative and re-
sources to back themselves and their own agendas against the agenda of large corporations. 
(Bhalla 2011). The table below indicated the old and new customer realities. 
 
 
Table 3: Profile of the new customer (Bhalla 2011, 4) 
 
Additionally, main behaviours of new customers were summarized below (Bhalla 2011): 
 
1. They were active in participation and involvement.  
2. They balanced expert opinion with personal judgement. 
3. They were connecting and networking.  
4. They were Individual as both producer and consumer.  
2.2.2 Role of “supplier” in value co-creation 
Grönroos (2008) said that supplier was value facilitator and value co-creator. Customer was 
value creator with the support from other necessary resources such as supplier. In this case, 
supplier and customers were both participating the value generating process.  Value created 
by the customer, through the support of a supplier, enabled the supplier to gain financial val-
ue in return (Gupta & Lehmann 2005).  
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Table 4: Supplier and customer’s roles in value fulfilment model (Grönroos 2008,308) 
2.2.3 Role of organization in co-creation 
Tapscott & Williams (2006) offered three more important factors for successful customer co-
creation for the internal organization of the company. To be able to successfully use ‘exter-
nal ideas’ from the customer co-creation into the company, an appropriate culture, a good 
overview and planning, correct capability and skills should exist.  
 
Ramaswamy and Gouillart (2010) indicated individuals were generally far ahead of organiza-
tions in their eagerness to participate in value creation. This imposed a great challenge to 
companies whose managers were accustomed to focus on process efficiency. Organizations 
generated profit from co-creation, though. Co-creative enterprises called on employees to 
participate in redesigning their work experience and to develop interactions that did not exist 
before. As a result, employees were often more committed to the company and enjoyed the 
psychological and/or economic value that the co-creative process provided. That, in turn, 
often also increased the productivity of the company. (Ramaswamy & Gouillart 2010a, 3-4) 
 
However, while co-creation lowered hierarchy, it did not mean that all the power was given 
to employees. For a change process to be successful, senior management must have a high-
level view about the goal of the process. They also facilitated and guided the transformation. 
(Ramaswamy & Gouillart 2010, 166; 2010a, 5)  
 
To conclude, value co-creation with multiple stakeholders was about finding the right balance 
in terms of participation, power in decision and actions to implement changes between or-
ganization (in this case decision maker of the case company X), employees (in this case cus-
tomers) and supplier (in this case service provider Y for case company X). 
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2.3 Four principles of enterprise co-creation 
According to Ramaswamy and Gouillart (2010), the main challenges of co-creation in organi-
zations have been the management over control of co-creation experience through hierarchy 
therefore not all stakeholders had impact on creating the new experiences. Even though 
many enterprises expressed interests in customer experience, very few of them could do 
something meaningful about it.  
 
Four principles of co-creation (Ramaswamy & Gouillart 2010, 4-6) are introduced: 
 
• Stakeholders won’t wholeheartedly participate in customer co-creation unless it pro-
duces value for them, too. 
 
For individuals, value of active participation of co-creation can be psychological (for example 
greater job satisfaction, feelings of appreciations, higher self-esteem) or economical (higher 
pay, the acquisition of skills, opportunities to advance).  For organizations, the value was 
mainly economical (lower cost, higher productivity, time saving, increase profitability) and in 
some cases the chance to do social good. For a co-creation to get full buy-in from stakehold-
ers, it was important to understand the value it brought to them beforehand. Also, it was im-
portant to analysis the reasons why stakeholder might not be interested and demonstrated 
them what they needed could help you to engage with the suitable stakeholders. In another 
word, you might need to figure out a way to show the value to the stakeholders in advance so 
that they were willing to actively participate to the value-creation process. 
 
• The best way to co-create value was to focus on the experiences of all stakeholders. 
 
Most organizations focused on creating economic value. Successful co-creators, in contrast, 
explicitly focused on providing rewarding experiences for customers, employees, suppliers, 
and other stakeholders. When first exposed to co-creation, people often thought allowing 
stakeholders to create their own experiences sounded like a recipe for organizational anarchy 
and economic destruction. In fact, the opposite was true. Co-creation was not a free-for-all. 
The management of the company set the overall strategic direction and defined the bounda-
ries between what can and cannot be co-created. Involving all stakeholders to be able to pro-
vide impact on their experience created opportunities for all participations to feel empow-
ered and they will tend to take the ownership and stick to the co-created solution.  
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This will need to be supported by a culture of co-creation, collaboration and management 
that sponsored this kind of new way-of-working. It also took courage to encourage the co-
creation between multiple stakeholders because many of the topics discussed might be “in-
ternal” from organization’s perspective, and they felt it was “risky” to share to others before 
they were able to find out a solution. Many might not want others to know that they are fac-
ing a problem without a solution to it. Co-creation was providing exactly the value of getting 
the solution done together and therefore to solve the problem quicker with all potential 
stakeholders involved in advance to save time and get commitment to fix it.   
 
• Stakeholders must be able to interact directly with one another. 
 
The risk that many organization took when co-creating a solution is that they were hierar-
chical and sequential. Someone took an order and past it to somebody else to fulfil. What got 
lost is the ability of multiple individuals to have a dialogue directly. Usually the problem to 
solve was complex and it will be great benefit to invite all interested parties up front and 
make sure the direct dialogues will be taken directly between stakeholders. One challenge 
many organization faced is the fear of losing power if the discussion was happening directly 
between stakeholders before they internally came out with a solution. The sequential way of 
handling the communication was a result of fearing and not trusting each other.  
 
• Companies should provide platforms to allow stakeholders to interact and share their 
experiences with each other 
 
Nowadays internet and other information technologies have made it much easier to establish 
a platform for people to raise ideas, get feedbacks, and interact with others having similar 
thoughts and learn from each other’s experiences. It was crucially important for organization 
to have such platform in place for co-creation. Because the result from one or few workshops 
can be limited and the act of implementation and development after co-creation with multi-
ple stakeholders were happening continuously after the workshops. To keep tracking of the 
progress and keep people updated and continuously engaged, it was critically important to  
address it in a proper way with a good supportive tool (for example, many organization use 
Microsoft Yammer, SharePoint, Spigit etc.). Ultimately, co-creation was about putting the 
human experience at the centre of the enterprise’s design. The time has come for a demo-
cratic approach, in which individuals are invited to influence the future of enterprises in 
partnership with management. 
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Figure 2 below identified the key role of co-creation in becoming a co-creative enterprise.  
 
Figure 2: Becoming a co-creative enterprise (Ramaswamy & Gouillart 2010, 6) 
 
Co-creative enterprise gives employees the opportunity to be part of the solution develop-
ment. Employees are no longer hearing the news after the development and decisions are 
done; instead they provide their inputs and engagement throughout the process. They are not 
receiver of the information; they are part of the creation of the information. Employees in 
co-creative enterprise are more empowered, satisfied and aligned with companies’ strategy. 
The similar concept applies to co-creative enterprise with customers as well.  
2.4 Building co-creation capability 
Nothing sabotaged customer collaboration and co-creation initiatives faster than lack of fol-
low-through. (Bhalla 2011).  Four interrelated components must work together to help an or-
ganization or company to build a core co-creation capability as illustrated in Figure 3.  
 
1. First, organization or company must listen to their customers.  
 
2. Secondly, organizations or company must engage customers to provoke conver-
sations, to elicit responses and reactions, and to generate fresh insight by disturbing the cur-
rent equilibrium.  Engagement created new patterns of interactions and relationships be-
tween company and its customers.  
 
3. Thirdly respond externally: Co-creation rarely happened in one large spontane-
ous step. That was because it should be driven by consumer needs and preferences, rather 
than rigid engineering specifications or manual guide. Organization or companies could em- 
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power customers and involve them earlier in the innovation process as a respond to the voices 
they heard from customers and the engagement sessions they had with customers. For exam-
ple, this could be a pilot project involving selected customer representatives or developing a 
new service with the involvement of customers. 
 
4. Finally, successful implementation of collaboration and co-creation required an 
accompanying investment in organizational culture, structure, and processes. A good example 
of that was “IdeaStorm” site by Dell, an online community designed to co-create a better 
product and service experience. The company didn’t just celebrate insights, suggestions and 
ideas on this site; it organized itself around these inputs and implemented concrete initia-
tives. By early 2000, the community had submitted over 13,000 ideas, inspiring Dell to im-
plement over 400 unique initiatives. 
 
 
Figure 3 : Framework for building a co-creation capability (Bhalla 2011, 20) 
 
Adapted the key principles of enterprise co-creation into this framework, I have added the 
applicable roles of this case in the below adjusted Figure 4. As illustrated below, the key 
points to apply in this frame work was co-creation with multiple stakeholder inside of case  
company X and with supplier Y; provide a platform for enabling interaction, engagement, par-
ticipation in addition to direct interaction.   
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Figure 4: Adjusted framework for case company X and supplier Y 
 
Regarding to the platform, Singaraju et al. (2016) said “the role of social media platforms as 
systems resource integrators is to provide a technological platform that exposes its modular 
resources to facilitate higher order resource formations through the active participation of 
non-intermediary actors (i.e. customers and firms); which otherwise limits the ability of firms 
and customers to realize their optimal value co-creation potential.”  
 
Additionally, Li and Bernoff (2008) and Prahlad and Ramaswamy (2004) also discussed how 
organizations and management teams were wakened by customers’ demands for co-creation. 
For organizations and companies to build co-creation capabilities, mind-set shift was re-
quired. There were three prerequisites for a new mind-set (Bhalla, 2011).  They are: 
 
• Authenticity 
• Flexibility 
• Conviction 
 
Authenticity was an orientation or intent, that a company or organization brought to its ef-
forts to collaborate and co-create value with its customers. Flexibility referred to the organi-
zation or company’s willingness to listen to opposing opinions, not only positive opinions and 
were able to reconsider its own beliefs, values and actions. Conviction referred to the organi-
zation or company’s ability to follow up in action in meaningful way for customers.  
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Zhang et al. (2011,124) added “Flexibility is a primary capability in value co-creation system 
for building up other capabilities, such as service capability and delivery capability. In cus-
tomization, different customers may have very different individual demands. To satisfy the 
demands, firms must develop the most appropriate product or service from in numerous com-
binations of parts and components, which places the requirement of higher flexibility.”  
 
Case company X has realized the importance of building flexibility as core competence and 
this was reflected into the recent SAFe (Scaled agile framework) transformation that was on-
going in the whole company. Zhang et al. (2011) concluded that they suggested “a sequence 
of flexibility, delivery, service and customization to build cumulative capabilities in value co-
creation strategy.” This was reflected in line with Bhalla’s (2011) listen-engage-response in-
ternally-response externally. 
2.5 Corporate change management in relation to co-creation with employees 
Co-creation with multiple stakeholders often led to changes happening in organizations.  
What was the best practice to make sure co-creation will lead to a successful change or trans-
formation for organization and its stakeholders involved in the co-creation process? 
 
As Kotter (1995, 59) noted, corporate change initiatives were rarely success stories. Stanleigh 
(2008, 34) reaffirmed this by noting that up to three quarters of organizational change efforts 
did not deliver the expected results. Kotter (1995, 60) mentioned that human beings seemed 
to naturally resist change – or at least the step outside of their comfort zone change often 
means. However, change was essential for companies because no business can survive over 
the long term without reinventing itself to match the changing world and market around it 
(Nunes & Breene, 2011). 
 
Mintzberg (2009, 141) claimed that for two decades, many change initiatives in companies 
had been conducted after Kotter’s (1995) eight-step process to change or after other practi-
cal guides given to leaders. According to Kotter’s popular approach, change initiatives went 
through certain phases and completed a change process successfully requires a lot of time 
and managerial efforts. The change initiatives were started by establishing a sense of urgency 
and by forming a powerful guiding coalition to create an easily understandable vision for the 
future. This, in turn, needed to be communicated to the employees. 
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Figure 5: Kotter’s 8 step change process (1995) 
 
From service design thinking perspective was that Kotter’s “8-step” of change management 
framework seemed to neglect the most important success factor of change; and that was co-
creation of the change with all stakeholders involved in the process. The reason for changes 
had not been able to make a success was because people supposed to be on-boarded for the 
change got lost or misunderstood or simply did not care anymore of the change. Kotter’s 
framework seemed to be a top-down approach which might not function well.  
 
Over the years, scholars have added some valid points to this kind of approach. For example 
Stanleigh (2008, 34-36) stated that it was crucial to engage employees in the change process; 
in fact, most change initiatives failed because they were not. He added that amongst other 
most common pitfalls of change management were conducting managing efforts solely on the 
executive level and told people they must change and did not allow them enough time to 
vent before the change. 
 
Furthermore, Mintzberg (2009, 141) noted that the approaches presented here, as well as 
most of change management books and theories, represented a traditional top-down man-
agement model. They built on the assumption that change initiatives were something re-
served only to senior management; the senior management was the one that creates the vi-
sion, others carried it out.  
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Ramaswamy and Gouillart (2010, 149) stated that many change processes failed because the 
process itself was not co-created by those affected by change. Mintzberg (2009, 141) implied 
that one reason for unsuccessful change initiatives could be the prevailing, age-old focused 
on leadership. Diefenbach (2007, 139) claimed that it was well known that change programs 
that were initiated from the top down did not work.  
2.6 Well-being at work  
2.6.1 Definition of Well-being at work 
Thomas (2009,11) argued that wellbeing was intangible, difficult to define and even harder to 
measure. Diener and Suh (1997, 200) had highlighted that subjective well-being consists of 
three interrelated components: life satisfaction, pleasant affect, and unpleasant affect. Af-
fect referred to pleasant and unpleasant moods and emotions, whereas life satisfaction re-
ferred to a cognitive sense of satisfaction with life. 
 
Shin and Johnson (1978, 478) defined wellbeing by stating that it was a global assessment of a 
person’s quality of life according to his own chosen criteria and this judgement was still re-
flected in today’s literature (Rees et al. 2009).  
 
The World Health Organization defined quality of life as: 
 
An individual’s perception of their position in life in the context of the culture and value sys-
tems in which they lived and in relation to their goals, expectations, standards and concerns. 
It was a broad ranging concept affected in a complex way by the person’s physical health, 
psychological state, personal beliefs, social relationships and their relationship to salient fea-
tures of their environment (World Health Organization, 1997). 
 
Dodge et al. (2012) proposed a new definition of wellbeing as the balance point between an 
individual’s resource pool and the challenges faced. This is indicated Figure 6: 
 
 
Figure 6: Definition of wellbeing (Dodge et al. 2012) 
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The resources on the left side and challenges on the right side contained psychological, social 
and physical aspects. The key concept here was the balance point, meaning that the result of 
imbalance regardless of whichever aspect the imbalance initiated from, will be resulted as 
situation that was can be defined as “not wellbeing”.  
 
Saunders et al. (2009, 337) described: 
 
“Each time an individual meets a challenge, the system of challenges and resources come into 
a state of imbalance, as the individual is forced to adapt his or her resources to meet this 
challenge. Stable wellbeing is when individuals have the psychological, social and physical 
resources they need to meet a psychological, social and/or physical challenge. When individ-
uals have more challenges than resources, the see-saw dips, along with their wellbeing, and 
vice-versa.” 
 
Applying this into workplace, we could understand wellbeing at work as a state of balance of 
resources (including psychological, social and physical) and challenged employees experience 
at work. When there were imbalances occurring, meaning more challenges of either physical, 
social or psychological than resources workplace could provide, there will be challenges of 
employee’s well-being at work.  
 
Furthermore, what was the relation of employee’s well-being at work and their performance? 
Bryson et al. (2015) stated that there was relatively little empirical evidence on the relation-
ship between employees' subjective wellbeing and workplace performance. One reason was 
that few nationally representative datasets contained measures of both worker wellbeing and 
workplace performance, as were necessary to test any association. OECD defined subjective 
wellbeing (SWB) as to comprise “good mental states, including all of the various evaluations, 
positive and negative, that people made of their lives and the affective reactions of people to 
their experiences.” (OECD 2013, 29).  
 
There was evidence to suggest that higher SWB can raise an individual’s levels of creativity 
and problem-solving, and that it may also encourage pro-social behavior and greater levels of 
engagement at work (Lyubomirsky et al. 2005). Enhanced well-being thus had the potential to  
enable individual to work harder or “smarter” and, indeed, a causal link between increased 
wellbeing and improved productivity had recently been established in laboratory experiments 
(Oswald et al. 2014).  
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The only experimental intervention that we were aware of in this area was reported by 
Proudfoot et al. (2009). They randomly allocated 81 employees from a sample of 136 workers 
in a British insurance firm to a training program which aimed to improve employees’ levels of 
self-esteem and job satisfaction, and to reduce their levels of psychological distress. At a fol-
low-up three month after the intervention, SWB had improved among the intervention group 
to the control group. Employee turnover was also lower in the intervention group and, two 
years later their productivity had also improved (measured in terms of their sales figures ver-
sus the average for their division). 
2.6.2 The increasing importance of employee experience  
Tetzlaff and McLeod (2016) said creating an amazing employee experience will lead your or-
ganization to peak performance.  Tetzlaff and Mcleod (2016) furthered their thinking on high-
lighting solutions that will help organization to create amazing employee experiences. For 
example, one of the solution was called “purposeful employee rounding”, this meant “dedi-
cated time that leaders take to talk (usually one-on-one but could be in a small group) with 
employees. It is a relationship building conversation versus simply conveying information or a 
quick hello.”   
 
Tetzlaff and McLeod (2016) also highlighted that “surveying and communicating results alone 
will not gain you improvements in employee experience.” The most important thing was that 
organizations have a performance improvement plan that was followed up upon by all de-
partments within. They recommended the CEO of the company to communicate the survey 
result and each department make sure they followed up the actions done based on the survey 
result.  
 
Johnson (2016) also mentioned the effect of employee engagement and customer experience. 
She said “Unless employees know, understand, and believe in what our company stands for, 
they’ll never be engaged. And disengaged employees will never deliver delightful customer 
experiences.” 
 
Additionally, KPMG (2017) mentioned that as the workforce is increasingly made up of millen-
nials, we see a distinct shift towards the importance of employee experience over and above 
engagement. Most damagingly, if the typical day-to-day employee experience is at odds with 
that which is sought for customers, it becomes very hard to excel at serving the customer. 
They showed the connection of employee and customer experience in the below diagram 
called the human equity continuum.  It shows that the business outcome is the result of all 
steps linked in the flow (demonstrated in Figure 7).  
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Figure 7: The human equity continuum (KPMG 2017) 
 
Customer experience is rooted in the employee behaviors that emerge from the culture. In 
another word, if the employee experience is not good, there will be no good customer expe-
rience and at the end no good business outcomes.  
2.6.3 Key challenges with wellbeing at work 
Emmanuel et al. (2009) stated that challenges of wellbeing at work started over the past 
three decades, growing public concern over the rise of unemployment in many industrialized 
countries had overshadowed the debate on the ‘quality’ of jobs. Increasing the quantity of 
jobs was the main priority. It appeared that in some cases little thought was given to the po-
tential impact of policies devised to increase job numbers on the ability of such jobs to safe-
guard employees’ health and wellbeing.  
 
To deal with challenges related to workplace health and wellbeing, workplace intervention 
can be applied. Emmanuel et al. (2009) stated workplace interventions can be preventive, 
supportive or rehabilitative. Preventive interventions aimed to protect healthy workers from 
developing a disease or experiencing an injury. Supportive interventions aimed to address the 
early stages of disease and/or disease risk factors, such as hypertension; the intention was to 
stop or slow the progress of disease in its earliest stages.  Finally, rehabilitative interventions 
focused on helping workers manage complicated, long-term health problems. The goals in-
cluded preventing further physical deterioration and increased the wellbeing of workers.  
 
Adjusted to what Lennart (2005) summarized that over two decades ago, in 1993, the Belgian 
EU Presidency, the European Commission and the European Foundation jointly organized a 
major Conference on "Stress at Work - A Call for Action". The conference highlighted the in-
creasing impact of stress on the quality of working life, employees' health and company per-
formance.  Under European union’s special attention to work conditions and wellbeing of em-
ployees at work, there were special ad-hoc groups formed to address these issues to improve 
the situations.  
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However, the challenge was how to make it work, answer to this question had been included 
in three European union’s documents: the European Commission's "Guidance on Work-Related 
Stress"; the European Standard on Ergonomic Principles Related to Mental Work Load; and the 
European Commission's Green Paper on "Promoting a European Framework for Corporate So-
cial Responsibility". Furthermore, corporate social responsibility (CSR) initiative had started 
and constituted a broad approach, comprising employee health, well-being and productivity, 
as well as economic and ecological sustainable development.  
 
According to Harter, Schmidt and Hayes (2002), employees spent a significant portion of their 
life at workplace and thus employer should encourage employee well-being at workplace.  
The introduction of employee well-being at work endorsed healthy and happy workforce for 
an organization (Cooper & Robertson 2001). Bakke (2005) linked well-being with workplace 
environment. The author proposed work exciting, stimulating, enjoyable and joyful office 
environment to ensure employee’s well-being. Employers were suggested to create such an 
office environment that promoted a state of contentment among employees. The environ-
ment should facilitate an employee to flourish and achieve their full potential (Tehrani et al. 
2007).  
 
To conclude, the challenges with wellbeing at work continues with great efforts from Europe-
an union to emphasis on the importance of providing a good working environment and make 
sure workers balance their wellbeing at work. The resolution to the challenges lies in both 
employee and employer’s shoulders.   
2.6.4 International WELL building institute  
Case company X has high ambition to acquire WELL certification 
(https://www.wellcertified.com/).  Well certification is a comprehensive approach to health 
& well-being. It has seven concepts: air; water; nourishment; light; fitness; comfort and 
mind. In WELL certification presentation, it was stated that 90% of employees admitted that 
their attitude about work is adversely affected by the quality of their workplace environment 
(The Gensler Design + Performance index, The U.S. Workplace Survey (2006)).  
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3 Service design process, methods and tools 
3.1 Service design processes 
The double diamond diagram was developed through in-house research at the Design Council 
in 2005 as a simple graphical way of describing the design process. The double diamond pro-
cess included four different phases, Discover, Define, Develop and Deliver, it mapped the di-
vergent and convergent stages of the design process, showed the different modes of thinking 
that designers use. 
 
 
Figure 8: Double diamond design process (source: http://www.designcouncil.org.uk/news-
opinion/design-process-what-double-diamond) 
 
The Discover phase was a starting phase to get better understanding of the problem you are 
about to solve. In this phase, you could start to explore as much as information as possible to 
relate to your problem. The Define phase was based on what you found out in Discover phase, 
you could narrow down what your project will be focusing on. In Develop phase you could 
deepen the knowledge of the problem solving and generate ideas of the potential solution 
that could solve your problem. In Deliver phase, you could test your potential solutions with 
prototypes and finally deliver a solution that works for your problem.  
 
Using double diamond design process as a framework, I have mapped out the key activities 
happened during each phase in this thesis work in figure 9 below.  
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Figure 9: Design process of this thesis project  
 
3.2 Discover 
The aim of discover phase was to bring insights into the problem I was trying to solve. The 
starting point was trend analysis and the existing end user satisfaction survey result.   
3.2.1 Ageing workforce for future 
Managing human resources in a period of demographic decline and increasing life expectancy 
was one of the challenges companies face today.  Population demographics in Europe have 
shown clear signs of workforce ageing.  European Union has set a target employment rate of  
50% in the 55- to 64-year-old population by 2013. In 2003, this rate was 41.7% in the EU15 
countries indicating a gap of 8.3% between reality and the goal.  The strengths of ageing were 
a base for a better and meaningful, age-adjusted workplace.  Many companies and organiza-
tions realized they need to find a way to retain and nurture their older workers and create a 
workplace that is suitable for employees at all age.   
 
Certainly, age was not the only factor that might have impact to workplace, however ageing 
workforce could present different needs. Ageing workers might be more satisfied with their 
positions although it didn’t mean that they will not likely to seek new positions or change 
jobs after working in the same place for a period. Early retirement might be also in favor of 
some people.  
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Well-being conscious has been high among aged workers, for example, some people preferred 
to take breaks between meetings and often they did not like to stand in a meeting room 
without any chairs. Hence, the concept referred to stand up meeting might not be appealing 
for those employees. 
3.2.2 Future workplace by 2020 
Meister and Willyerd (2010) demonstrated that there were three forces that shape the future 
of Work. They were globalization; demographics and social web.  Globalization meant that by 
2020, global access to markets and talent will reshape business. Demographics showed that by 
2020, five generations will be working side-by-side in the organizations; social web could con-
nect employees, customers, and partners for immediate communication.   
 
According to Financial times and EY’s report (2017), there were significant changes in head-
quarters locations of global 500 companies indicated in the table below: 
 
 
 
Table 5: Headquarters of global 500 (source: https://taxnews.ey.com/news/2017-1810-the-
changing-headquarters-landscape-for-fortune-global-500-companies) 
 
As shown in table 5 above, many headquarters of global 500 companies have moved out of 
their home country. This trend was especially strong in United States, Japan, France,  
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Germany and United Kingdom. In China however the opposite, there were 99 more headquar-
ters of global 500 companies moved their headquarters in to the country.   
 
According to Europe 2020: Europe’s growth strategy (2012), Europe’s target by year 2020 was 
to increase the employment rate of the population aged 20 to 64 to at least 75 %.  Overall, in 
2015 the EU was 4.9 percentage points below its target value of 75 %, in 2016 the EU was 3,9 
percentage points below its target value of 75%, to be met by 2020. This shows the trend was 
going in the right direction. This means the workplace of the future could be a mixture of 
employees from a big age range. 
 
Based on recent trends, the European Commission expected the EU employment rate to only 
reach about 72 % in 2020.  Ageing of the working population and the associated rise in eco-
nomic dependency added a sense of urgency to the need to improve the functioning of the 
labor market. This would also mean that the workplace of the future needed to fulfil the 
needs of the requirement by labor market.  
 
Meister and Willyerd (2010) highlighted the trends that were ensuring the workplace of the 
future to be attractive, relevant and create competitive advantage in future. Below trends 
were selected to be used as part of background for this thesis.   
 
1) Lifelong learning is a business requirement. In 2020 and beyond, we will 
see branded lifelong learning centers to ensure ease in continually updating 
one’s skills for both one’s current job and one’s next job. Learnings include 
on-job learning, training courses, cross-functional learning from digital 
sources or co-workers, self-learning etc. Learnings is a basic requirement 
that a job or workplace provides to its employees.  
 
2) Work-life flexibility will replace work-life balance. In today’s 24/7 global 
economy, 67% of people check their e-mail while in bed in their pajamas. 
Work/life flexibility reinforces that view that there is no such thing as work 
time and home time. Hyper connected workers will aspire to have flexibil-
ity to manage work and home lives. As we have learnt and seen today, 
many of the jobs require no physical or little physical presence in work-
place. Many of the jobs are sufficient with people using digital tools and 
network instead of having employees co-located. However, co-location 
does provide advantages on team working and collaboration, so it is not 
possible to replace co-location totally.  
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3) Your mobile device will become your office, your classroom and your con-
cierge. Mobile phones and tablets will become the primary connection tool 
to the internet for most people in the world in 2020.  
 
4) Corporate social networks will flourish and grow inside companies. Corpo-
rate participation in social networks may be as critical as cash flow, as 
companies use social networks to extend the reach of conversations. Social 
network also has strong impact in the public image of the firm and in many 
cases, become a channel to connect the firm and its customers.  
 
5) Building a portfolio of contract jobs will be the path to obtaining perma-
nent full-time employment. Companies will farm out more work to be done 
on a contingency basis and, in so doing, test potential future employees to 
ensure that there is not only a fit of skills but also a cultural fit. 
 
6) Companies will disclose their corporate social responsibility programs to at-
tract and retain employees. The focus on people, planet and profits, also 
known as the triple bottom line, will become the main way organizations 
attract and retain new hires. 
 
7) Aging workforce and global talent shortage. The global competition for 
highly-qualified workers will take shape in 2020. Despite five generations in 
the workplace, there could be a shortage of certain skills, not just workers.   
This could also be affected by the technology disruption and digital trans-
formation in most industries. 
3.2.3 Existing User Experience Satisfaction (UES) survey 
Currently there was “user experience satisfaction survey” conducted three times a year (in 
January, May & September) in all of case company X’s premises. The survey was sent to one 
third of employees each time. The total employee in Finland in case company was 2200.  The 
survey is conducted by one external agency and case company’s employee’s comments were 
anonymous.  
 
The “user experience satisfaction survey” (EUS) was the tool that measures customer’s satis-
faction with the working environment. The EUS was based on nine touch points of the “Work 
Journey” (Figure 10). The EUS gave case company X a chance to express their employee’s 
opinion regarding the service they received from the first moment they arrived at work till 
the time they left work. 
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Figure 10: Work journey in EUS survey 2017 
 
The nine touch points were: “1) arriving at work; 2) entering the building; 3) being in the 
building; 4) getting hot drinks; 5) working in the building; 6) going for lunch; 7) having meet-
ings, conferences, events; 8) receiving and sending mails and packages; 9) leaving work”. The 
content of UES (“being in the building” and “working in the building”) have been included in 
Appendix 2. 
 
In this research project, EUS results for Finland in previous two rounds of first and second 
quarter in 2017 and last round in 2016 have been thoroughly studied. Based on the survey re-
sults, the areas received worst scores was within touch point: “working in the building”.  In 
touch point of “working in the building”, the score in the most recent round has been lowest 
in the questions “The availability of the different working areas and the different types of 
furniture”, “The functional working environment (lightings, blinds, air-conditioning, heating 
etc.)” and “The way in which the working areas support collaboration”.  This was very inter-
esting as one of the new corporate values for company X was collaboration. Based on the sur-
vey result, the current workplace did not support collaboration (one of the new value of the 
company).  Figure 11 highlighted that 8 out of 10 questions in this touch point survey were 
scored below 4.  The scale of the score was 1 to 5 where 1 was very dissatisfied and 5 was 
very satisfied.  
 
  
 37 
 
 
 
Table 6: Results of previous three rounds of EUS in “working in the building” (EUS survey re-
port 2017) 
 
To conclude, the key findings in the existing survey results was that the three questions 
scored lowest were interlinked and were around the same theme “collaboration” which was 
also one of the key corporate value in case company. Collaboration was studied as one of the 
key concepts because of this. 
 
3.2.4 Previous study on work-life balance 
Stankiewicz, Bortnowska and Lychmus (2014) had done an intensive research concerning work 
life balance of employees of enterprises located in lubuskie voivodeship. The working condi-
tions provided by employers were analyzed. The results showed some deficits in this area. 
This led to reflection on the potential remedial actions which can be applied in the organiza-
tion, such as a policy of “family friendly employment”.  
  
Category Topics 1Q/2016 2Q/2016 2Q/2017
working in the building The attractiveness of the office 3.4 3.36 3.44
The availability of the different 
working areas and different 
types of furnitures 3.1 3.14 3.18
The cleaness of your immediate 
working area 3.53 3.48 3.54
The floor host's professional 
attitude 4.11 4.18 4.28
The functional working 
environment (i.e. lighting, air 
conditioning ) 3.09 3.09 3.19
The opportunity to conduct non-
physical meetings (skype 
meetings) 3.39 3.35 3.41
The service provided by the 
floor host 4.04 4.07 4.21
The service attitude and 
mindset of the maintenance 
stuff 3.53 3.54 3.63
The way in which the working 
area support collboration 3.29 3.37 3.27
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They involved one hundred ninety-six randomly-selected people / workers employed in com-
panies located in lubuskie Voivodeship. Their survey was done via questionnaire which was 
“consisted of forty-two questions: closed (single choice) and open (twelve questions con-
cerned the balance between professional and private life of employees). The following types 
of scales were used: alternative nominal, monopole ordinal, position and Likert. Eight socio-
demographic variables characterizing the respondents were included in a questionnaire.”  
 
“Among the respondents, the majority were women (62%). The respondents differed in terms 
of: age (more than half (60%) were aged 21-30 years, one in four (25%) was aged 31-40 years, 
the thirteenth (about 8%) - 41 - 50 years and a few (3.5% each, 7% in total) were less than 21 
or over 50 years old), position (80% worked at an executive position, the other 20% at the 
managerial), work experience (nearly a quarter (24 %) had a total seniority ranging from 11 to 
20 years, every third - of 1 to 3 years (29%) or from 4 to 10 years (29%), one in ten (10%) - less 
than a year, and the thirteenth (approximately 8%) - more than 20 years) and the length of 
the current employment (one third (33%) worked in the current employment for 1 to 3 years, 
a quarter of respondents - no longer than a year (26%) or from 4 to 10 years (24%), one in sev-
en (14%) - from 11 to 20 years, and only a few (3%) - more than 20 years). The respondents 
worked in organizations of different sizes (small company - 32%, large - 27%, micro - 23%, 
middle-sized - 18%) and industry (15% of respondents were employed in administration, 6% - in 
production companies, 9% - in production and service, 45% - in service, and 25% - in other 
branches, e.g. in trade). As can be seen from the analysis of this description of the research 
sample, most respondents were less than 40 years old (85%), and worked for their current 
employment for not more than 10 years (83%). The clear majority (70%) was employed in ser-
vice or trade companies.” 
 
Stankiewicz et al. (2014) showed the result of the survey (Figure 12 below). The second high-
est percentage of employees who didn’t feel their work and life were balanced was because 
of “No possibility of co-participation in decisions concerning one’s workplace”. Apparently for 
employees to have the possibility to co-participate in decisions concerning one’s workplace 
was crucial important. This was what has been taken into consideration in design phase of the 
project. Co-creation therefore was chosen as the main concept and methodology of this thesis 
research project.  
 
 
 
 
 
  
 39 
 
 
 
 
Figure 11: Lack of necessary conditions of work-life balance (Stankiewicz et al. (2014), 5) 
 
  
Lack of necessary conditions of work-life balance (Stankiewicz et al 2014, 5)
Top reasons for employees not 
having work-life balance Score (0-40)
Not having sufficient time to rest 
after tasks requiring a physical / 
mental effort 34,18
No possibility of co-participation in 
decisions concerning one's 
workplace 33,67
No possibility of personal / 
professional develompent in the 
course of performing professional 
tasks 28,57
working hours creates conflicts with 
one's private needs 27,55
Performing professional tasks that 
do not provide sense of purpose 22,45
No sense of job stability 20,41
Not having sufficient time to 
complete professional tasks 14,8
Not having knowledge of possibility 
of vertical or horizontal promotion 14,28
No possibility of using one's 
professional skills in the 
performance of professional tasks 12,75
Being discriminated by co-workers 
and/or supervisors 12,24
Lack of clearly defined roles and 
professional responsibilities 10,71
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Crompton & Lyonette (2006) summarized the national variations in work–life conflict among 
the ISSP (International Social Survey Program) respondents. The level of reported work–life 
conflict was highest in Britain and lowest in the two Scandinavian countries which one of 
them is Finland. 
 
 
Figure 12: Work-life conflicts by weekly working hours (Crompton & Lyonette 2006) 
 
This shows people in Finland worked in average 40.03 hours weekly and that was big part of 
time to spend in everyone’s life. In current employment situations, even though not all jobs 
required people to locate themselves in office physically, workplace was still considered an 
important factor because people must go to their workplaces sometimes during their em-
ployment and company X’s campus included also consultants who usually work at their cam-
pus.   
3.3 Define 
3.3.1 In-depth interview 
An interview was a purposeful discussion between two or more people (Kahn & Cannell 1957). 
Interviews helped to gather valid, relative and reliable data for investigations. Interviews can 
be used to gather information before formulating a research topic to help in its formulation, 
or they can aid with gathering necessary information when collecting actual data for the re-
search (Saunders et al. 2009, 308). 
 
Interviews can be differentiated according to the level of structure and standardisation 
adopted. Different types of interviews were useful for various research purposes and research 
design may incorporate more than one type of interview. There were also different types of 
interviewing methods. 
 
Two most common types are generally referred to as “in-depth” or “unstructured” interviews 
and “semi-structured” interviews, of which the “in-depth” interview was used for this thesis. 
In-depth and semi-structured interviews can be used in quantitative as well as qualitative  
 41 
 
 
 
research. Using non-standardised (qualitative) interviews to explore topics and explain other 
findings. Qualitative research interviews can also provide an advantage when it is necessary 
to understand the reasons behind the decisions, reasons and opinions that your research par-
ticipants have taken (Saunders et al. 2009, 321-324). 
 
There were many ways of conducting interviews, apart from one-to-one interviews conducted 
on a face-to-face basis, the interviews can be conducted by telephone or electronically in 
particular circumstances. In addition, interviews may be conducted using group interviews 
such as focus groups. There may be advantages associated with group interviews, but these 
were considerably more difficult to manage than one-to-one interviews. 
 
To ensure the quality of the data gathered through interviews issues such as reliability, bias 
and validity need to be taken carefully into account. However, when successfully implement-
ed, the use of qualitative research interviews allowed researchers to collect a wide and de-
tailed set of data (Saunders et al. 2009, 352). The in-depth interview was conducted one-to-
one and face-to-face. The topics of the interview were “working in the building” and “being 
in the building”. The samples of interview questions and results are attached in Appendix 1.  
 
Recruitment criteria 
 
The selection of recruitment of participants of in-depth interviews in this research project 
was based on the below criteria: 
 
1) Age 
 
Due to the ageing workforce was one of the trends of the workplace of the future, the in-
terviewees were selected to reflect different age group. One interviewee belonged to age 
group 1 (20-35); one interviewee belonged to age group 2 (35-50); one interviewee be-
longed to age group 3 (50+).  
 
2) Gender 
 
Gender was considered for any additional insights. In this research in-depth interviews, 
two were female interviewees and one was male interviewee. 
 
3) Primary location of the person in case company’s campus 
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The in-depth interview aimed to find all issues regarding to case company’s campus 
therefore all locations in the campus were considered. The three interviewees were in 
three different locations of the case company’s campus (as mentioned in earlier chapter 
case company has seven buildings).  
 
4) Frequency of office visits in the campus per week  
 
The case company’s employees have different work types. Some of them work with virtu-
al teams that they do not have a physical team member in Finland. Some of them do not 
need to come to office every day.  It is important to understand are the challenges same 
or different based employees’ frequency of office visits. One of the interviewee came to 
office every day; one came to office three times a week; one came to office less than 
three times a week.  
 
5) Motivation of the workplace of the future as a topic 
 
The interviewees were very likely to participate the later service design workshop; there-
fore, it was important to select interviewees that are motivated to discuss this topic and 
actively participate in the discussions.  
 
Recruitment process  
 
The interviewees were selected from case company X’s phone book and through recommen-
dation by other co-works or people I know.  I have contacted the potential interviewees by 
phone and all of them were willing to participate the interviews. I have sent the date and 
location of the interviews by calendar invitation and received their acceptance to the invita-
tion. 
 
Place and duration of the interviews 
 
Each interview took about one hour, and the interviews were conducted in the meeting 
lounge (a popular area for meetings) in case company X.  
 
Interview guide was attached in appendix 1 of this thesis.  
 
The common symptoms of all in-depth interview sessions where people had challenges are:  
 
• Noise control  
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Noises were common and understandable however it seems it had not been con-
trolled. It often felt when people needed peaceful environment, they must book a 
meeting room. In some areas, meeting rooms seemed to be always booked. One per-
son occupies a meeting room for taking up skype calls seemed to not be a long term 
sustainable solution.  
 
• Collaboration / team work space vs individual work space 
Agile way of working was encouraging people to collaborate more and more often. 
This required a team work space for people to feel safe to leave their project work 
and come back at any time when needed during the project. 
3.3.2 Personas 
Personas were fictional profiles, often developed as a way of representing a particular group 
based on their shared interests. They represented a “character” with which client and design 
teams can engage.  (Stickdorn & Schneider 2010).  
 
“Each persona is based on a fictional character whose profile gathers up the features of an 
existing social group. In this way the personas assume the attributes of the groups they repre-
sent: from their social and demographic characteristics, to their needs, desires, habits and 
cultural backgrounds. Personas is an extremely useful tool to guide the development of a 
product or service that meet the user goals, needs, wants and expectations.”  
(source: http://www.servicedesigntools.org/tools/40) 
 
Based on the survey results and in-depth customer interviews, 3 personas were defined as 
outcome of this research.  
 
1) Linda (25 years old) 
  
Linda is 25 years old. She is living with her boyfriend. She is living in centre of Helsinki. Her 
hobby is sports. She bicycles every day to work. She also runs long distance running and has 
completed triathlon. She likes to eat salad for lunch and drink good coffee in the morning.  
She likes to travel during her holidays. She uses skype meetings very often and have lot of 
face to face meetings in the campus with stakeholders. She and her boyfriend have been to 
Dubai for few winters and in spring they usually go to Italy or Spain. She has a lovely dog 
named “Lola”.  
 
2) Jarmo (38 years old) 
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Jarmo is 38 years old. He is married and has two children. He is living in Nurmijärvi and is 
driving to work every day. One problem is parking place as currently there is only limited pos-
sibilities to park in company X’s parking slots under the building and the competition to find 
an available parking slots is tough. To get an available parking spot, you will need to come to 
office before 0700 am. This situation created stresses.  In his spare time, Jarmo likes motor 
sports. He goes to ride motocross bike with his son during summer.  Jarmo also loves spending 
time with his family. He doesn’t always need to go to office because his team members are 
located in all different countries. He uses skype meetings every day.  He likes to eat pizza, 
hamburger for lunch. Sometimes he is bit concerned on his health. He likes to travel with his 
family, usually they travel to outside of Europe if budget allows.  
 
3) Jaana (55 years old) 
 
Jaana is 55 years old. She is married and has two children. Her children are already adults. In 
her spare time, she enjoys outdoors and Finnish nature. She comes to work by bus or car. She 
has a lovely dog named coco.  She likes to spend time with her husband and their dog. She 
has face to face meetings most of time at work. Sometimes she uses skype meeting. She uses 
the well-being programs installed in company X’s computer. She is very interested in well-
being at work. For lunch she likes home-made food such as fish and potato and as well as sal-
ad. She also enjoys travelling every year with her husband or friends. 
 
3.3.3 Work journey focus 
We defined the focus areas of the service design workshop based on work journey and the 
existing survey results and in-depth interviews results.  As stated in chapter two of the thesis 
report, value was when customer’s problem has been solved through using this service / 
product. In this thesis project, value was perceived when customers can achieve their daily 
career objective with the support of workplace easily when they were “being in the building” 
and / or “working in the building”. Value representation could be very practical, for instance, 
meeting rooms, tools for writing down things; it could be also abstract, how they are felt 
when working in the building, how the environment in terms of air conditioning, lighting, sea-
son (winter vs summer) was being considered to make people feel they are motivated to work 
in the workplace. 
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Figure 13: Two focused areas in work journey (EUS survey 2017) 
 
The reasons of choosing these two areas to focus are indicated below: 
 
1) Based on the survey results, these two areas had the lowest scores and least satisfaction 
from customers.  
2) Based on survey results and interviews, these two areas were what decision maker X 
could make a difference. 
 
Decision maker had not had time to develop concepts in these areas yet and this service de-
sign workshop was really needed to get started in these areas.  Also, there was potential to 
generate even long-term ideas which might be not achievable from today’s perspective. 
3.3.4 Service design workshop brief 
The criteria I used to select participants are based on the below criteria: 
 
1. Which building they were sitting 
2. Age group / Personas 
3. How often they came to the building to work  
4. Why they wanted to participate the workshop 
 
I needed representatives from each building to be able to cover the customer’s voices of as 
many buildings as possible from the whole campus. According to the personas developed in 
the “Discover” phase, I would like to have people represent all age groups, different genders. 
To make the concept relevant, I also would like to have people who at least worked in the 
campus few days a week. At last, it was always great to have people who were motivated and 
excited about the workshop and wanted to actively contribute to the dialogues and discus-
sions. 
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I sent an open invitation in company X’s internal communication channel about the workshop. 
I asked people who were interested to participate to reply to me with a brief introduction of 
themselves and why they were interested to participate the workshop.  I received easily more 
than the amount of people I needed for the workshop. In the beginning my aim was to find 12 
participants, in the end I collected 18 participants.  I conducted a project plan of the thesis 
development and organized a briefing session before the workshop to align expectations, an-
swer questions and provide support when needed. 
 
Company X had big campus and there were plenty of possibilities to arrange workshop in their 
premises.  Few options in the campus were offered for this thesis project. They were nice 
space with possibility to arrange caterings in addition as well.  Meanwhile, there were also 
few options outside of Company X’s campus.   
 
Using design tools in co-creative development projects can enhance the process. These tools 
helped to visualize processes and clarified the match between strategy and development 
(Vuorela et al. 2012, 123). If service was a way of thinking of value co-creation and innova-
tion, then service design practices could be considered as a transferable approach to innova-
tion. (Sangiorgi 2012).  
 
There was another reason for selecting service design method and tools to be applied in the 
case company X. Based on the current feedback about existing workplace in company X, a 
new concept that was co-created by multiple actors had not existed before therefore innova-
tive approach was needed to stimulate the existing process.  Service design approach was an 
innovative approach for case company X and it was proven to be an innovative approach es-
pecially considering the added value that was co-created with multiple actors involved in the 
process. 
 
It was important to align the expectation before the workshop, during the workshop and after 
the workshop. Expectation management was to make sure the expectation you set for your 
participants met your workshop outcome.  This was very important as most of the workshop 
fail because of the expectation alignment was not done properly. 
 
For this thesis project, I have discussed several times with the customer, decision maker and 
supplier before the workshop and I also invited the decision maker’s representative to present 
and speak before the beginning of workshop to provide a motivation message and as well as 
to align the expectation. At the end of the workshop, decision maker’s representative was 
also providing a conclusion and thank you message for participants and the how to follow up 
next steps after the workshop. 
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3.4 Develop 
In this phase, the objective was based on the outcome of “define” phase to further develop 
the concepts. The methods selected and presented are service design workshop and prototyp-
ing.  
3.4.1 Face-to-face Service design workshop 
Service design workshop created a unique opportunity to bring decision maker, service pro-
vider and customers together and interacted directly to co-create concepts. This also gave 
opportunity for decision maker to hear the voices of customer and reflect result on the con-
cept development ideas immediately. There have been on-going discussions and planning ses-
sions of the workshop with decision maker, decision makers’ representatives and service pro-
vider representatives. All of them were extremely positive and supportive of the service de-
sign workshop. 
 
Here was approach of the workshop:  
 
 
Table 7: Own approach of service design workshop 
 
Two methods were used during the workshop:  
 
• Warm-up exercise 
 
Service design workshop facilitation also required “service design” methods. To facilitate a 
workshop with strangers (who do not know each other before the workshop), it was important  
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To plan some warm-up exercises to get people to know each other better and to be able to 
create a great atmosphere to enable creative and trust environment to conduct work togeth-
er. The warm-up exercises used in this thesis project is “planning a vacation in pairs”. First 
round everyone can only response with sentence starts with “But”. In the second round, eve-
ryone response with sentences starts with “Yes”. The result is obvious; in the first round 
there is no holiday plans agreed, in the second round, there are many agreed holiday plans 
and even including details such as where to dine and what to do in certain location. 
 
The idea of this warm-up exercise was to break the ice and to learn that with small changes 
in wordings, it generated big difference in result. Service design was looking for the yes atti-
tude when co-creating values together.  
 
• Dot voting 
 
Dot voting was a method to provide immediate concept evaluation from participants of the 
workshop by using a dot from ink pens to vote the ideas you liked the most. At the end of the 
workshop, decision maker representative gave final words about the workshop. Participants 
were asked to provide feedback of the workshop. There was comparison of result of scoring or 
rating provided in the workshop because every concept was as valuable as same. 
 
• Importance of workplace in customer’s perspective 
 
At the beginning of the workshop, one question was asked to all participates.  The question 
was “How important is workplace for you?”, the rating was from 1 to 5 (1= not important, 5= 
very important). Participants were asked to show the rating by raising their fingers, 1 finger 
up means rating as 1 and all fingers up means rating as 5.  
 
The result is presented below: 
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Figure 14: How important is workplace for you (own research) 
 
 
Most people responded 4 out of 5 when asked about this. Above figure shows data gathered in 
the service design workshop of this thesis project regards to the importance of workplace. As 
shown in the theoretical knowledge of chapter 2.6.2, the importance of employee experience 
was important for improving customer experience and business outcome. This research result 
showed that workplace is very important in employee experiences therefore as its important 
for business outcome according to the human equity continuum (KPMG 2017).  
 
3.4.2 Prototyping with Lego 
In this thesis research, we focused on the “being in the building” and “working in the build-
ing” as two main touch points to develop our concepts. Miettinen et al. (2012) indicated that 
the most crucial factors in the service prototyping stage were the ability to create a realistic 
sensation for the participants and immerse them in the service experience. 
 
This created a great opportunity for people to do hands-on creative work together, as well as 
being able to demonstrate in 3D models which gave a thorough explanation of the ideas of the 
concepts.  Lego was chosen as a prototyping tool based on three principles: easy to use; rep-
resentation; creativity.  Everyone in the workshop had used Lego before, it was easy to use 
and the concept of how this works was familiar to everyone. The presentation of Lego was 3-
D which gave the prototype additional perspective that can’t be reached by paper alone. 
Thirdly, Lego stimulated creativity as you needed to translate your thinking, dialogues with 
your team members into blocks built by your hands that represented the concepts.  
 
In this workshop, we had 18 participants (including 1 service provider representative), 1 deci-
sion maker representative and 1 facilitator. The big group is divided into 5 small groups; each 
group had 2 rounds of prototyping exercises. In the first round of exercise, the group was 
asked to co-create a theme for their concepts and highlight important points to develop fur-
ther. In the second rounds of prototyping, the group was asked to prioritize one concept and 
bring it back to the same table where everyone had the chance to do the dot voting (except 
decision maker and facilitator). Lego bricks were used as a prototyping tool in this workshop. 
It was interesting that 2 out of 5 groups didn’t use Lego even though it was offered to  
them. As a service design facilitator, it was important to allow people to freely choose the 
preferred method that appears to them mostly. The discussions during prototypes with Legos 
were photographed and written done as memos. 
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3.4.3 Details of prototypes from each group  
Group 1:  4 persons; Theme: “Skype”  
 
Description of the theme: 
 
This group stated that in company X there were many different types of work. Current work-
place did not support that and had not considering different needs. There were some ideas 
for example: remote workers; Skype needs; silent room; noisy cancellation areas; team 
space; project space for example. Additionally, there were ideas around “bring your own de-
vice to work” (now it was not allowed); and “lighter set-up” workstation areas for people 
that did not come to office often and mostly were working with skype calls therefore a small 
space with sufficient power slots and proper voice cancellation walls could enough. 
 
Three customers in this group were from information technology department and one was 
from another department. The reason why this group had focused very much on the skype 
meetings might be because of most people were from a department that required constant 
skype meetings.  
 
Figure 15: Picture of group 1’s prototype 
 
 
Group 2:  4 persons; Theme:  Fit for multi-purpose 
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This group had first discussed a lot of different challenges. This included challenges with 
parking place for cars and bikes; challenges in canteen food quality; no walking meeting 
tracks; power nap as option; green area; pet working space; food with local suppliers.  
 
In this group, the diversity was big. One person was a middle-aged man (like persona Jarmo) 
and one lady was 20+ years old, and the other two were 20+ years old men. It was very inter-
esting to notice that the participants were from different age groups and had quite different 
opinions to things. It was great to see that during the discussions they can understand each 
other’s opinion even though they did not agree with all others’ opinions. This group was able 
to come out with ideas and proposals that were compromised and can fit for both personas 
they represent. At some point during the discussion phase, I sensed tension between the peo-
ple however after a while, they managed to resolve the tension and focused on continuation 
of the topics.  
 
 
 
Figure 16: Picture of group 2’s prototype 
 
Group 3:  3 persons; Theme: One company (one space that covers all needs) 
 
There were different needs in company X in all organizations. Currently the work place was 
very fixed due to organizational structure, however in future, this might be more and more 
irrelevant.  Additionally, “navigation in the campus” was discussed as many people especially 
foreign visitors had lot of challenges in getting around the building without a local person 
around. One story was shared as on the first working day of a director from UK, the person  
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was taken through basement parking lot to reach to the other building and it created a bit 
“surprised” image to the director which he was referring it as unforgettable experience.   
 
In this group, one woman (30+) was very dominating and talkative, one man (40+) was also 
very talkative and less dominating than the woman, another woman was rather listening and 
quiet. The dominating woman had started the discussion and would like to focus on building a 
big picture and long-term solution, this was  accepted by the other two persons in this group.  
 
Figure 17: Picture of group 3’s prototype 
 
Group 4:  3 persons; Theme: 24 x 7 and openness 
 
This group proposed to create an open work space that included an area that could be ac-
cessed 24x7 (Now, you needed special approval for coming in office outside of working 
hours).  They also suggested to include green walls (green areas) and some physical activities 
during work day. One element to consider was the improvement of the look for stair cases 
and corridors).  Additionally, there were ideas around “hobbies and pets”; “nap stations”; 
“digital tools”. In this group, diversity was also visible. This group represents three personas. 
One person’s career role was occupational health carer which provided special aspect to the 
discussion. 
 
 
 53 
 
 
Figure 18: Picture of group 4’s prototype 
 
Group 5:   3 persons; Theme: Support brain work 
 
This group discussed the wellbeing as a theme and especially the thinking around greenness. 
Topics discussed were “Green walls and lighting”; “healthy snacks”; “activities areas such as 
yoga and gardening”; “remote work with tools”; “good indoor air”; “encourage short breaks”; 
“different forms of meetings (walking meetings, stand-up meetings etc.)”. This group repre-
sented persona Linda and they preferred to focus on the well-being of the workplace.  
 
 
 
Figure 19: Picture of group 5’s prototype 
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3.5 Deliver 
This was the fourth and final stage of service design process. This was the phase the final re-
sults of the service design process were delivered. Stickdorn and Schneider (2010, 134) men-
tioned that when a new service was implemented, it always included a change process. Im-
plementing this change depended on the fact that everyone involved was assured of the ser-
vice concept. Moritz (2005) referred to this phase of service design as a phase where things 
were made to happen, and that there should always be space for improvement. In addition, 
this was the stage in which prototypes were produced and business plans were written and 
delivered. 
 
Although at this stage a service was delivered to the customer, it was by no means considered 
the end of the service design process — the service was introduced to an environment that 
always changes, so it was essential to constantly test, improve, and maintain it (Moritz, 2005, 
145). It was crucial to ensure that feedbacks collected from the customers were in consid-
ered. In the beginning of this stage, certain things should be known: visions and missions 
should be stated clearly, a key service list should be finalized, a key stakeholder list should 
be decided, the target market should be identified, and key attributes should be specified. 
The combination of this checklist was referred to as creative identification. (Kuosa & Wester-
lund, 2012, 77-78.) 
 
In this thesis project, the goal of delivery phase was to present the final concept and recom-
mendation to decision maker based on the outcome from “discover, define and develop” 
phases. A team member from decision maker’s management team will take over the result of 
the workshop and make sure further implementation will be taken in place based on the out-
come of the workshop.  
 
Deliver in this case meant the outcome and recommendation from this thesis project to be 
presented to decision maker and it was decision maker and their team’s responsibility to 
agree the plans of the implementation. Therefore, the service designer worked in this project 
might not be involved in the implementation phase of the project and therefore might not be 
able to verify the result when this thesis project is ended. There were however potential pos-
sibilities of continuing the development of the selected topics from this thesis project work at 
later stage when agreed with decision maker.  
 
Based on the current situation in case company X, decision maker has a team that is responsi-
ble for development projects and there was clear guidance from decision maker to appoint  
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one of the team members to be the driver of the agreed development projects from this the-
sis research. It was very good that the outcome of the thesis research gets further developed.  
 
The own prioritization has not been presented to decision maker however the comparison of 
own prioritization and decision maker’s prioritization was included in this thesis report. This 
was based on service design’s guidance of finding the customer’s interests instead of showing 
your own therefore I did not want to waste decision maker and their team’s time in looking at 
my own prioritization and the comparison might not be as interesting as to me / researcher 
than to decision maker.  
 
“Effort vs Benefit” chart was used in prioritization. Effort meant the amount of work that was 
required to deliver the result. In this thesis research, effort was measured in rough estimation 
using scale of small-medium-big. Benefit meant the value created when the solution was im-
plemented. In this thesis research, benefit was measured in rough estimation using scale of  
small-medium-big. The result was a chart where the effort and benefit of the estimation on 
the concepts were shown and can be compared easily.  
3.5.1 Analysis of the result from previous phases 
Here were the key learnings and recommendations from previous phases of the thesis project: 
 
Phase Learnings Recommendation 
Discover • “The building supports 
working in collaboration” 
had scored the lowest in 
the recent round survey 
and the score had been 
declining continuously  
• It seemed no communica-
tion had been done from 
customer’s perspectives 
regards to the changes / 
adjustment based on the 
EUS survey result 
• Not being able to partici-
pate or impact how the 
workplace was structured 
/ implementation of the 
change was done was one 
• Emphasised the un-
derstanding of the 
needs for collabora-
tion in physical and 
digital workplace. 
• Improved communi-
cation on the changes 
/ actions taken based 
on the EUS survey re-
sult. 
• Established on-going 
practice for custom-
ers to be involved 
and heard into con-
cept development 
work  
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of the factors for dis-
satisfaction for customers 
(employees of case com-
pany X) 
Define • “Noise controlling” was a 
key area to focus being 
mentioned in many in-
depth interview sessions.  
• “Collaboration” was also a 
key area to focus and 
brought up by many in in-
depth interview sessions.  
• For different personas, the 
needs were quite differ-
ent, in this research, the 
focus was to find the 
common area to develop 
so the result can benefit to 
all personas.  
• The value of co-creation 
was a key focus in this re-
search and the co-creation 
was best expressed in 
face-to-face workshop 
which was why face-to-
face workshop was select-
ed as a tool in develop 
phase. 
• Took “Noise” and 
“collaboration” into 
consideration in de-
velop phase of the 
thesis project.  
• Understood the dif-
ferent needs by dif-
ferent personas and 
try to find the com-
mon area that could 
be beneficial for all 
or more personas. 
Used this as criteria 
for deliver phase. 
• Facilitated a service 
design workshop in 
Develop phase and 
used the outcome 
from workshop as in-
put for deliver phase.  
Develop • Warm-up exercise was im-
portant to get people into 
the mood of concept de-
velopment 
• LEGO was a good tool for 
co-creation. 2 out of 5 
teams didn’t use the 
LEGOs to build the model 
due to lack of interests or 
time constrains. 
• Had a focus of the work 
• Service design work-
shop preparation 
must be done proper-
ly. 
• Ensured participation 
of multiple stake-
holders in the service 
design workshop with 
customers. 
• Whether the proto-
type was done with 
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journey was important. 
• It was very beneficial to 
have decision maker repre-
sentative and supplier in 
the same workshop with 
customers.  
LEGO or not was not 
important, the most 
important was the 
concept was repre-
sented properly.  
• Made sure decision 
maker representative 
was in the service de-
sign workshop.  
 
Table 8 : Learnings from previous phases 
3.5.2 Evaluation of the prototypes from service design workshop 
The prototypes were represented in multiple formats during the service design workshop in-
cluding LEGO model, text written on paper, post-it notes, and verbal discussions. First step I 
started was to give a theme name to each group’s prototype based on the raw data of proto-
types. Names of the original themes were listed down here: 
 
Group one: Skype 
Group two: Fit for multi-purposed 
Group three: One company 
Group four: Openness 
Group five: Well-being at work 
 
Group one (“Skype” which is modified to “control the noise” after evaluation phase):  
 
When I looked through the group 1’s data collected during the workshop, I noticed there were 
lot of suggestions and ideas around skype as it was becoming the most used method in com-
pany X’s daily work. One item re-appearing in both in-depth interviews and group 1’s work-
shop outcome was related to noise. To understand fully what the real problem was, I had a 
follow-up call with one of the participants to ask few additional questions about the state-
ment from their group regards to noises vs normal situation in using skype calls at workplace. 
I realized that it was not about customers did not want any noises at workplace as it was un-
derstandable for them that people needed to talk at their seats sometimes. The real problem 
was that it was lack of control of the noises in the current workplace.    
 
Williams et al. (2015) mentioned although more research was necessary to understand the 
longitudinal effects of creating a synergistic model of collaboration, such a hybrid model 
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appropriately combined rich face-to-face and efficient virtual communication (as skype in this 
case) to maximize synergy.  
 
The degree to which each medium was utilized depends on the type of project and the rela-
tionship that existed between the involved parties; thus, a hybrid model would manifest as a 
spectrum in which the level of either face-to-face communication or virtual organizing could 
oscillate. More specifically, face-to-face communication should be used when the goal was to 
establish and strengthen trust and credibility. On the other hand, virtual communication 
should be used when the goal was to overcome geographical separations. Organizations could 
benefit from a customized and flexible model of communication which combined both face-
to-face communication and virtual organizing to best meet their needs and objectives. Skype 
as a communication was unavoidable in case company X as it was a multi-culture company 
and had employees globally.  
 
Based on this understanding, I have updated the theme to “Control the noise – applied no 
matter it is silent space or free seating area” instead of “Skype” as a prioritized idea to im-
plement to decision maker. The key notion here was the noises are understandable, most im-
portant thing was to have it controlled so people can adjust their behaviour based on the con-
text of their work on that day. This could be achieved by i.e. having dedicated area for peo-
ple having constant skype calls while others did not have skype calls could sit in the quiet ar-
ea to not being disturbed. 
 
Group two (“Fit for multi purposes” which is modified to “Walking meetings” after evaluation 
phase):  
 
When looked at group two’s data collected during the workshop, there were multiple dimen-
sions into the ideas brought up. This might be since there were 4 persons in the group and 3 
of them were represented by Persona Linda and one was represented by Persona Jarmo. Linda 
and Jarmo had very different needs and different challenges at workplace. Linda(s) wanted to 
ensure the wellbeing-ness at work: had enough parking slots for bikers; brought your pets to 
work, planted your own salad in campus green yard etc. Jarmo did not need any of those. 
Jarmo wanted to have car parking places, had enough meeting spaces for skype meetings and 
as well as face-to-face meetings; his organization was currently adapting to agile way of 
working therefore he also needed to have lot of whiteboards and tools for writing things done 
with his agile team. In this case, I was looking at a solution that could benefit both Linda(s) 
and Jarmo(s) in my final presentation to the decision maker. I noticed one common challenge 
both Linda(s) and Jarmo were facing is the different types of meeting at work. One concept 
example is: walking meeting or “walk the talk”. This meant that while on skype meetings, 
there could be an area for people to be able to walk around, so that he/she did not feel they 
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are looking strange while others are siting; and, the noises generated because of this won’t 
bother others.  
 
Clayton et al. (2015) defined a walking meeting bit differently, they referred walking meeting 
as simply that a meeting that took place during a walk instead of in an office, boardroom, or 
coffee shop where meetings were commonly held. Nilofer Merchant wrote in HBR (Harvard 
Business Review) about her own transition to walking meetings after realizing that, she was 
sitting way too much while working. Merchant traded her coffee-shop meetings for walking 
meetings while walking has given her the necessary “unplugging” time she needed to be an 
effective writer. Recent research found that the act of walking led to increases in creative 
thinking. This certainly supported the usefulness of walking meetings.  
 
Walking meetings led to more honest exchanges with employees and were more productive 
than traditional sit-down meetings. Walking meetings were not breaks from work; they were  
meetings that would have taken place regardless of whether they were held in someone’s of-
fice or while walking around your office complex. Based on the research result, those who 
participate in walking meetings were 5,25% more likely to report being creative at their jobs 
than those who do not. Additionally, the responses suggested that walking meetings support-
ed cognitive engagement, or focus, on the job. Those who participated in walking meetings 
were 8,5% more likely to report high levels of engagement. 
 
What types of meetings were suitable for walking meetings were also studied in Clayton et al. 
(2015). Not all meetings were suitable for walking meetings (and not everyone was physically 
able to participate in walking meetings). The best candidates for walking meetings were ones 
where colleagues were conferring on decisions or exploring possible solutions. Interestingly, 
participants holding managerial and professional positions experienced more of a creativity 
boost from walking meetings than those in technical or administrative type jobs (though all 
categories realized some benefits).  
 
There were five tips for having good walking meetings based on the research (Clayton et al. 
2015).   
 
Tips Description 
Consider including an “extracurricu-
lar” destination on your route.  
It is a good method to go to nearby places of 
interest or some place that could be easily 
remembered. I.e. the statue of something or 
nearly park etc. 
Avoid making the destination a 
source of unneeded calories. 
One of the arguments in favour of walking 
meetings is the health benefit. However, this 
 60 
 
is easily negated if the walking meeting leads 
to a 425-calorie white-chocolate mocha that 
wouldn’t otherwise be consumed.  
Walking meeting should not be a 
surprise. 
It is fine to suggest a walking meeting if it 
seems to be an appropriate moment, if you 
will be fine with a “maybe next time”. If you 
are planning to spend your time with some-
one in a walking meeting, have the courtesy 
to notify them in advance too. This allows 
them to arrive dressed for comfort, perhaps 
having changed shoes. 
Stick to small groups. Recommendation is a maximum of three peo-
ple for a walking meeting.  
Have fun.  Enjoy the experience of combining work with 
a bit of exercise and fresh air. Data shown 
that those who participate in walking meet-
ings are more satisfied at their jobs than 
their colleagues who don’t.  
 
             Figure 20: Tips for good walking meeting adapted from Clayton et al. (2015) 
 
Group three (“One company” which is modified to “long term goal” after evaluation phase): 
 
Group three had suggested a concept of re-inventing the floor plans of company X to allow 
employees to work freely in the whole campus based on their needs and not based on which 
organization they belonged to.  From implementation perspective, this was a concept that 
was long term as it required the culture change and as well as commitment from management 
to enable this to happen.  
 
Group four (“Openness” which is modified to “24 x 7 open access areas” after evaluation 
phase): 
 
Group four had suggested the idea of “Openness”. The main idea behind this was to have an 
open area of the campus that can be accessed by employees all the time. The use case of this 
was for example jet-lag, people arrived aboard who did not sleep and wanted to have some 
nice place to work outside of normal working hours (0900 to 1700).  Government Property 
Management Centre of Expertise (2014) mentioned the following guidelines in regards of the 
workplace access:   
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Workplace access should be based on the level of security required: 
 
−− Public areas, including reception and some meeting rooms, should maximise sharing be-
tween agencies and minimise barriers for external guests. 
 
−− Designated invited areas should allow staff to host guests beyond the public area while 
minimising disruption to the workplace and maintaining business confidentiality and security 
for other staff members. 
 
−− The private areas should be designed to support staff security and confidentiality. 
 
Table 9: workplace access recommendations (Government Property Management Centre of 
Expertise (2014)) 
 
In this guideline public area was mentioned however there was no guideline about 24 x 7 ac-
cessibility. From security perspective, the 24 x 7 area might be a risk for case company X and 
the use cases for 24 x 7 areas seem to be quite small. For these reasons, I have not prioritized 
this concept.  
 
Group five (“well-being at work”):  
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The key challenge in this concept was well-being was a big topic. To develop a tangible con-
cept, we needed to make sure that the concept can be small and easily implemented. Other-
wise the well-being topic was too big to develop and got too abstract that no one could get 
real benefit except empty talks.   
3.5.3 Own Prioritization 
After analysis of the workshop outcome into details, I did own prioritization based on the 
findings. What I thought was most important was to have some implementable concepts that 
could be further developed and implemented.  Green colour indicated the concepts were 
suggested to be first considered as they were implementable and beneficial for all personas; 
blue meant the concepts were good however might be difficult to implement or not beneficial 
for all personas. Yellow meant concepts were in good level however might not necessarily be 
implemented or require long time to implement; Red meant ideas might not be suggested due 
to the complex of the implementation even though over time this offered great benefit for 
all.  
 
Concepts of walking meetings and walking tracks for skype meetings and controlled voices 
were highlighted based on the benefit vs effort and these were beneficial for all personas. 
The well-being concept was important however to get it implemented required bigger effort 
and it was mostly considered to be beneficial for two personas (Jarmo might not be that in-
terested in this). Open area 24 x7 might be good concept however I can hardly see the big 
coverage of benefit in having this implemented. One company concept to revisit floor plans 
was a courageous concept and will benefit case company X in long term however might not be 
easily implementable and will generate lot of issues before we can see the benefits of it.  
 
 
Figure 21: Own prioritization of the concepts 
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3.5.4 Prioritization by decision maker’s management group and comparison  
 
 
Figure 22: Prioritization by decision maker’s management group 
 
After I have done own prioritization, I scheduled a meeting to have decision maker’s man-
agement team to prioritize the concepts.  
 
I presented each concept in detail and while I was presenting, decision maker’s management 
team had suggested more idea such as “Intranet article about existing practices about how to 
handle voices”; “Guidelines regards to voice related needs to be updated”; “Equipment  
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related to voice cancellation. I could not have come up with these ideas on my own.   
 
I have compared the result of own prioritization with decision maker’s team prioritization.  
The locations on the prioritization grid for each concept seemed to be quite similar. Howev-
er, it seemed decision maker’s management team had voted bigger efforts in concepts for 
“walking meeting / walking areas for skype meeting”; “Open area for 24 x 7” except for “on-
site exercises in canteen area”. The reason “on-site exercises in canteen area” did not re-
quire too big of effort was that one of participates in workshop was working for occupational 
health centre and there was a collaboration opportunity on this with her therefore the effort 
from decision maker’s group was not that big.  
 
Decision maker’s management team added number of great ideas themselves and all the ide-
as were within low effort and median benefit which was great sign of getting them agreeing 
on the actions to take the work further. This was a result of having domain knowledge and 
knowledge of existing projects and identifying the connection of the concepts with on-going 
activities. 
 
Decision maker had shown great interests in this way of working with engagement from moti-
vated customers. It seemed the enthusiasm shown from the customers had succeeded the ex-
pectation from decision maker. Decision maker mentioned that currently when they needed 
to get customer insights, they often turn to the list of people who might be managers of em-
ployees in company X, the interests shown from them were not that big. The reasons might 
be that managers might not be have big interests in the workplace and well-being compare 
with employees (referred as customers for this thesis project).  In another word, the current 
customers decision maker used to contact, might not be the most suitable in terms of value 
co-creation.  
3.5.5 Agreed next steps 
Agreed with decision maker that one person from her management team was going to take 
the work further. We agreed the following actions and each of the action will be worked on 
by named persons (names of the persons are taken out in table 12 due to confidentiality). 
There will be follow-up meetings on the actions listed in table 12 below. In future, they are 
willing to apply service design workshop concepts for their development work and getting 
customers to be involved in the concept development process in on-going basis.  
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Table 10: Conclusion with agreed actions for next steps (taken out the real names and re-
placed with xxx) 
 
By today, topic 1, 2, 7 were already taken actions upon. This shows the commitment to im-
plement concepts based on customer’s feedback and this research outcome from decision 
maker in case company X and supplier Y as mentioned earlier in this thesis project. It can 
consider a success of this thesis project when, so many actions were already taken in place 
shortly after the thesis project was delivered.  
 
 
 
 
 
 
 
 
  
 66 
 
 
4 Summary and conclusions 
Purpose of the thesis project 
 
The purpose of the thesis project was to propose few prioritized concepts for the workplace 
of the future to enable further development or implementation that was co-created with cus-
tomer, decision maker and supplier Y for case company X. The proposed concepts should be 
implementable and bring value to customers.  
 
In the final presentation to decision maker, five concepts developed from the workshop were 
presented and altogether eight concepts (three additional concepts as outcome of the discus-
sion with decision maker) were evaluated and prioritized based on “effort vs benefit” meth-
odology.  
 
The concepts from this workshop showed the results from service design workshop and the 
current development roadmap of decision maker were aiming to same direction and in same 
focused areas. This might be considered fine from decision maker’s perspective, however 
from service design perspective, the result was somewhat bit disappointing as no big devia-
tion had been found compared with the current development workshop. Reason for this may 
be the existing survey (EUS survey) had provided thorough results on the challenging areas 
and supplier Y has studied the EUS survey results carefully and therefore was able to capture 
the improvement areas. This however, had not reflected into increase of customer satisfac-
tion result. The reason might be lack of communication of the development work based on 
customer feedback made customer unaware of the changes and the connection from their 
survey feedback and the on-going development work.  
 
Answers to research questions 
 
Successful research was measured by whether it answered the questions. In other words, if 
the research provides answers it can be regarded as successful said by Collins (2010, 10). 
 
The main research questions this thesis work answers were below: 
 
• What are the key benefits of co-creation with multiple stakeholders in corporates? 
• What are the key challenges of co-creation with multiple stakeholders in corporates? 
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For answer to first question, I would like to use the quote from decision maker and repre-
sentatives in case company X: “This kind of way of working is new to us and it will be used for 
future. Collaboration with all stakeholders during development phase is key to ensure suc-
cessful implementation and to increase our customer satisfaction.”  I could summarize three 
key benefits of co-creation with multiple stakeholders based on this research project: 1) co-
creation with multiple stakeholders will bring the customer and stakeholder’s insights closer 
to solution development; 2) co-creation with multiple stakeholders are likely to generate 
more implementable concepts; 3) co-creation with multiple stakeholders are likely to create 
value (in this thesis project, value is expressed in the concepts that are co-created with mul-
tiple stakeholders). Many companies listened to customers, however not many intended to act 
upon the customer feedback accordingly. The proven benefits of creating sustainable and 
self-improving solutions will result in more application of co-creation with customers, deci-
sion makers and suppliers through service design. In long run, this will turn into a healthy cir-
cle of co-creation and co-develop and co-implementation.  
 
For answers to research question two, I could summarize three key challenges of the co-
creation with multiple stakeholders based on this research project. 1) Co-creation with multi-
ple stakeholders is based on trust, open communication and it needs to be followed up.  This 
means one or few workshops are not enough. It is an on-going process that needs people to 
invest time and effort along the journey. 2) Co-creation with multiple stakeholders can’t be 
done without active participation from participants.  Active participation cannot be forced. 
You need people with right mind-set and motivation to solve the problem.  3) Co-creation 
with multiple stakeholders should aim to provide concrete results. Without results or evi-
dence of the working solution as outcome of the co-creation, it might not be sustainable for 
organizations to continue invest in co-creation with multiple stakeholders.  
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To add on, the added value will only be provided through co-creation when multiple stake-
holders are actively sharing and providing potential resolution to solve the problems and trust 
is what is needed for this to work. Communication of the co-creation needs to be direct and 
interactive. Follow-up is important as the co-creation can’t be stopped after the service de-
sign workshop is finished. Co-created concepts and the continuation of the concepts should 
be continuously updated to all multiple stakeholders to ensure the impact and engagement 
from multiple stakeholders. What could be most advantage is the implementation of service 
co-created concept. If the co-created concepts are not being implemented, the result will be 
people will start to forget about the co-creation or the value of co-creation will not be gen-
erated.  
 
Reflection on process and results compared to theoretical background 
 
Before this project, supplier and stakeholders in company X had not been interacting with 
customers directly.  The positive feedback received from all stakeholders for this service de-
sign project had shown result of co-creation with multiple stakeholders had significant bene-
fits to improve current situation.  
 
In this research, the capabilities of building co-creative enterprise was being explored 
through case study. Case company X certainly listened to its customer by implementing the 
existing user experience survey, however not enough “engage” or might engaged with wrong 
profiled customers, it was seen that lack of communication was a result of not being under-
stood by customers.  Therefore, communication to customer from decision maker of case 
company X should be improved. Currently there has been limited understanding of why and 
how the development work has been decided, what kind of work has been done, when the 
work will be ready, who are involved. Customers were extremely interested in providing their 
feedback and inputs around workplace as a topic.  Case company X needed to establish a 
good platform to engage customers and enable on-going co-creation with customers and keep 
it alive. 
 
Value-in-use was the key value that co-creation brings. Active participation from customers in 
value co-creation is a must to enable value-in-use.  Keränen (2015) defined pre-conditions 
and co-design manners seem to foster co-creation of value. This, however, didn’t include im-
plementation of the concepts or development. Based on this research, I could argue that the 
co-creative implementation is foster the co-creation of value as well. 
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As mentioned in chapter two of customer’s roles in value co-creation, based on this research, 
I can clearly state that customers were active in participation and willing to be involved in 
the development of the workplace of the future. They were objective and willing to compro-
mise their personal judgement to fit for greater purpose. They liked to get connected and 
network with their colleagues that work in different organizations in case company. Further-
more, customers were also willing to be contacted for further development and they can also 
provide their network of contacts that could help to solve the problem.  
 
It was likely to see that co-creation will be the next practical presentation of S-D logic and 
the co-creative implementation (implementation of co-created concept with multiple stake-
holders) will be crucial to ensure the sustainability of the value co-creation and service design 
bring.  Decision maker had expressed the interests to continue the implementation with in-
volvement of service designer and multiple stakeholder. The further research of this thesis 
project will likely to take place in year 2018.  
 
Reflection on chosen methods 
 
Service design concepts, tools and methods were extremely powerful and useful in this thesis 
context. The feedback of the service design workshop was positive. The workshop acted as a 
bridge to bring multiple stakeholders closer to understand each other better. The supplier’s 
participation was extremely important as direct interaction with end users had not happened 
before in this case.  
 
Double diamond design process was a very clear and suitable process applied to this thesis 
development project. It was very easy to apply methods used in this thesis project into each 
phase of double diamond design process to make it clear to the author and readers.  
 
Desktop research was very helpful as the case studied in the thesis was put in a bigger con-
text. It was extremely helpful to understand the future trends of the researched topic and 
the already existing changes, happenings, technology, practice that apply in the researched 
topic that is relevant for case company X.  
 
Existing user experience survey was a great foundation to understand the challenges customer 
faces, without the analysis of that, it was not possible to focus on the two areas that made 
the service design workshop easier to be facilitated.  
 
In-depth interview was a method to get deeper understanding in what customers are facing 
and what do they mean by certain comments. Without talking with customers in in-depth in-
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terviews, it was not possible for me to fully understand their point of view and why some is-
sues they faced have so big impact on their experiences.  
 
Personas was used as a method in this thesis project to create a group of profiles that repre-
sent customers.  In this thesis project, personas especially made it easier for me to select the 
needed customers in the service design workshop so that all personas were reflected. It was 
also very helpful to cover different personas in same group in the service design workshop, 
this created diversity and generated concrete result (group 2 as example).  Although the per-
sonas in this thesis project were not done intensively, it served its purpose of a method and 
helped me to understand the diversity of participants and the problems they face in the fo-
cused areas.  
 
Work journey was a tool to present customer experience. Even though in this thesis project, 
the work journey was already developed by supplier for case company, not developed by this 
thesis project, it was a good tool to identify the part of experience that was lowest scored in 
the existing user experience survey and therefore keep the focused area for the service de-
sign workshop.  
 
Face-to-face service design workshop was very impactful. Good facilitation was essential. In 
this case study, most people have not met before, it was important to arrange briefing ses-
sion before the workshop, make sure the purpose of the workshop was clear, make sure peo-
ple were clear about practicality of the workshop and what was expected from them. Based 
on the concepts and theoretical knowledge, Co-creation service design workshop was selected 
a method to enable customer’s active input to share and exchange information with decision 
maker and service supplier. Through this thesis project, there were clearly added value for 
using face-to-face service design co-creation workshop.  
 
Prototyping was very powerful even though in this case study, two out of five groups didn’t 
use the provided prototyping tool (Lego) and used their own drawings instead. Prototypes 
provided a visual result for the concepts and enabled participants to co-create with actions. 
Two of the groups selected the method of drawing instead because their lack of interests to 
build Lego or for time saving purposes. This again showed customers have very different pref-
erence. As service designer, you should be flexible to adapt to customer’s needs. 
 
As the purpose of the thesis project was to propose co-created concepts to decision maker 
that can be implemented in near future, prioritization was done with the principle of “bene-
fit vs effort”. Benefit referred to the benefit of this concept being developed or implemented 
to customers; effort referred to the efforts needed from decision maker and supplier to make 
it happen.  The principle chosen in this thesis project was easy to be explained to other 
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stakeholders and easy to be applied, and it can ensure the concept proposed from this thesis 
was implementable.  
 
The comparison of own prioritization vs decision maker’s prioritization gave an interesting 
reflection on the different perspectives. The conclusion was during the decision maker’s pri-
oritization session with management team, there were three new concepts co-created, there-
fore it was recommended to discuss the concepts with more people and generate more con-
cepts could be additional bonus as result of the discussions. The result also showed that from 
decision maker’s perspective the implementation of the concepts was more difficult than 
from service designer’s perspective. The reason for this could be decision maker had more 
previous experiences than service designer in terms of implementation of the concepts in this 
knowledge domain. It could also be that service designer was more excited and motivated 
about the concepts being implemented therefore might have subjective opinions that reflect 
of perceiving the implementation of the concepts was easier.  
 
Finally, the agreed next step was important so that the outcome of the project will be carried 
on in decision maker’s organization. Although no scholars have been writing about co-creative 
implementation or those articles are existing however not yet been discovered by me (yet).  
Based on this thesis research, co-creation applied into implementation was very necessary to 
ensure the success of the implementation.  The research of how the co-creation could be ap-
plied into implementation phase of the service design development project itself was ex-
tremely interesting. The decision maker has expressed great interests in getting service de-
signer involved in further implementation of the concepts with multiple stakeholders. Hence 
further research as continuation of this thesis will likely to happen in 2018.  
 
Usability of the result by workplace 
 
As out of today, there are already two articles published in company X related to this work-
shop. First article was to inform people about the outcome of the workshop and the actions 
are being reviewed by the decision maker’s organization and they will continue to involve 
customers in concept development moving forward. Second article was about inviting cus-
tomers into reviewing the progress of case company X’s development projects regarding to 
workplace.  
 
There were two immediate positive actions taken by decision maker of company X after the 
workshop.  Decision maker’s management team had invited customers to participate a future 
concept sharing session before the implementation was started to get customer’s inputs up- 
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front and validated few key topics to make sure that they have understood customers correct-
ly. In this session, they also invited the interior architect to participate the discussion which 
was a great sign of co-creation and collaboration. Here attached few pictures taken from the 
event.   
 
 
Figure 23: The interior architect explaining the questions asked by customers 
 
 
 
Figure 24: Decision maker’s responsible for this project explaining the plan overall to custom-
ers and get their feedbacks immediately 
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Another action decision maker has taken was they started a road show of telling more of the 
workplace, what kind of practices and changes were already done to different buildings, 
floors etc. This picture below showed one of the floor’s morning information sessions. People 
were invited to leave their feedback and comments on the flipchart (see picture 3 and 4). 
 
 
Figure 25: One workplace information sharing session in one floor 
 
 
Figure 26: One of the flipchart on one floor: feedback from customers regarding to workplace 
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Based on what I have seen and learn so far from this thesis research, I believed case company 
X will get better result in next EUS survey. When customers were more involved in the devel-
opment of the case company’s workplace development, they will feel their participation is 
welcomed and taken into consideration. They are more willing to share their ideas and help 
to develop the concepts further as value co-creator. The customer satisfaction will increase, 
and co-creative capability will be built.  
 
Transferability of the results in different context 
 
The research outcome will benefit for any other company like company X who used integrated 
service provider to provide multiple service portfolio. The research outcome will benefit for 
any service company offering similar services (regardless of being integrated service provider 
or not) to learn how to improve their own services. The research outcome will benefit people 
who are interested in knowing more of service design, services provided by integrated service 
provider, services in general.  The research outcome may also interest people who are work-
ing in the field of workplace management, workplace concept design and development. 
 
Avenues for further research/development work at workplace 
 
There were on-going development projects in case company X regarding to workplace im-
provement and this thesis outcome and concepts were feeding into the pipeline of the on-
going development work for case company X.  The advocate of service design and its method-
ology are continued in case company X and facilitation of this thesis project and the ongoing 
actions taken in the case company after this project has shown the way of working and be-
havior will or has started to change towards a customer centricity and therefore will co-
create more value for the case company and its stakeholders.  
 
Many scholars had been also interested in looking after what is next step of service-dominant 
logic. Based on the outcome of this thesis research, co-creation was certainly a proved solu-
tion to be applied to concept development and potentially to other processes including im-
plementation of the concept development. Whether this could be represented as the next 
step of service-dominant logic however will need more research, especially co-creation ap-
plied to implementation and what roles service designers plays in that phase compare with 
the concepting phase and development phase could be further studied as continuation or next 
phase of this thesis research project. Co-creative implementation (implementation of co-
created concept with multiple stakeholders) will be crucial to ensure the sustainability of the  
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value co-creation and service design bring.  Further research on how to make implementation 
of service design concepts co-creatively and effectively could be done during the implemen-
tation of the co-created concepts from this research with the agreement from decision mak-
er, customer and supplier.  Decision maker had shown great interest in continuing the collab-
oration with service designer and multiple stakeholders in next steps, therefore very likely, 
the co-creative implementation will be the next research as continuation after this thesis re-
search.   
 
Limitations of this research 
 
The limited sample entail that the findings should be carefully generalized beyond the scope 
of this research. However, reaching a high level of generalizability was never the intention of 
this thesis. It should rather be viewed as a pilot study for further research with such inten-
tions. Thus, further research should employ a comparative multiple case-study research to 
bring further validations to the findings of this thesis. 
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Appendix 1 In-depth interview guide 
 
Introduction 
• Thank you 
• Your name 
• Purpose 
• Confidentiality 
• Duration 
• How interview will be 
conducted 
• Opportunity for ques-
tions 
• Signature of consent 
I want to thank you for taking the time to meet with me 
today. My name is Shuang Zhao-Mikkola and I would like 
to talk to you about your experiences participating in the 
in-depth interview of co-creation with multiple stakehold-
ers of the workplace of the future thesis project. Specifi-
cally, as one of the components of the thesis project. I 
would like to understand your experiences in “working in 
the building” and “being in the building” of the work jour-
ney. The interview should about an hour. All responses will 
be kept confidential. This means that your interview re-
sponses will only be shared with me. I will write some 
memo down of the interview. I will ensure that any infor-
mation we include in the thesis report does not identify you 
as the respondent. Remember, you don’t have to talk about 
anything you don’t want to, and you may end the interview 
at any time. Are there any questions about what I have just 
explained? Are you willing to participate in this interview? 
Could I type the interview to make sure I don’t miss any of 
the comments from you? 
Questions 
• No more than 10 open-ended 
questions 
• Ask factual before opinion 
• Use probes as needed 
Could you describe your typical working day for me? 
How often do you visit office? 
What do you like most about your workplace? 
What do you dislike most and why? 
What do you expect most from a workplace? 
Do you have anything that you really need but don’t have in 
the current workplace? 
Have you heard of service design and co-creation? 
What is your motivation to join this interview? 
Closing Key 
Components: 
• Additional comments 
• Next steps 
• Thank you 
Any additional comments do you have? 
Thank you for your cooperation. I am planning a service 
design workshop in near future, are you interested to par-
ticipate? 
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Appendix 2 In-depth interview  
 
Sample 1  
 
1) Gender:  Female 
2) Age group (31-40) 
3) How often do you come to work? 
Every day. I live close to office, so it is easy to come to office to work. The internet 
works faster here than home.  
4) What are important in your experience in consideration of “being in the building” and 
“working in the building”? 
I love coffee. The most important moment for me in the morning hours is my morning cof-
fee. Even though I know that the coffee and lunch are not part of your research. (Laugh-
ing sound). What is important in my opinion is the work environment. I am working with 
colleagues in many other countries than Finland; we have Skype calls every day. In cur-
rent workplace, it is sometimes bit hard to find a small quiet space for my Skype calls, so 
I usually try to book a meeting room, if I am not able to find a room, I will have to sit at 
my desk to take the skype calls. Sometimes this annoys people sitting next to me but 
there is nothing I can do about it. I also like to stand up while working or even do some 
light sports, like walking around, like move my legs etc. Sometimes it is bit challenging 
with my current location because we don’t have a suitable open space to move around 
freely. We started the new way of working with Agile and it is also bit challenging as we 
don’t have a team space of our own so sometimes we do our daily meeting via skype 
which is bit pity as it would be great to meet people face to face at least for sometimes.  
5) What is the most important experience for you considering the “working in the building” 
and “being in the building”? 
That I could feel easy to get around and work easily according to the needs.  
6) Have you heard of service design and co-creation? 
A bit. Co-creation? Isn’t that like collaboration? 
7) Do you have something you really need but you don’t have at workplace? 
No. Not really. 
8) Additional comments 
It is great that you are doing this research because I feel there are lot to do and feel ex-
cited to see some changes for future improvement. I also understand the challenges as we 
have so many people in this campus. I am looking forward to hearing more from you.  
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Sample 2  
 
1) Gender:  Male 
2) Age group (40-55) 
3) Could you describe your typical day for me? 
I arrive at about 0800 to 0830am. I will go for a morning coffee. My meeting usually starts 
at 0900am. I have lot of skype meetings. I usually stay at my seat for those meetings. It 
might be noisy sometimes however it is manageable. At around 1100 I go for lunch. After 
that I have another coffee break. Then afternoon meetings start, or I will write something 
down or then replying emails etc. usually I head back home around 1600 to 1630pm.  
4) What are important in your experience in consideration of “being in the building” and 
“working in the building”? 
For me it is morning coffee, lunch and meetings. I know that we are not supposed to talk 
much about coffee and lunch however those are very important. About meetings, we of-
ten need to find a meeting room for bigger group of people due to the size of our pro-
gram. It is often a challenge and we must book meeting room well in advance.  
5) How often do you visit office? 
I live in a city nearby Helsinki; my program suggests that we should work remotely as 
much as possible to allow enough space in office for people can’t work remotely, so I 
work two days in office per week usually.  
6) Have you heard about service design, co-creation? 
No.  Sounds interesting though. 
7) Do you have any special needs that are not able to fulfil in current workplace? 
Hmmm. Of course, skype meeting areas could be bit better organized, maybe less noisy? 
I don’t know. Now, it seems to be fine. My challenge is finding parking place in the morn-
ing.  
8) Free comments 
It feels good that you ask these questions, as an end user, I feel my voices are heard. I al-
so appreciate the on-going work that is already happening. I hope food can be better for 
lunch (laughing sounds).  
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Sample 3 
 
1) Gender:  Female  
2) Age group (Above 55) 
3) What are important in your experience in consideration of “being in the building” and 
“working in the building”? 
For me it is well-being during working. It is so important to move yourself and do some 
small exercises during working hours. It makes a big difference even it is just moving 
parts of your body around during skype calls etc. I feel management has not been very 
supportive in encouraging employees to take care of their well-being at work. There 
might be some supportive practice can help this, for example Jooga sessions during work-
ing hours, some group exercises after lunch etc. Perhaps summer running around campus 
etc.  
4) How often do you visit the campus? 
Two days a week.  
5) What do you like most about your workplace? 
I like to meet different people and at work I meet different people each day. I like to en-
joy some break times. I don’t drink coffee anymore, so it is the conversation with people 
I like the most.  
6) What do you dislike most and why? 
Hmmmm....maybe air circulation in the space could be better? I don’t know. It might be 
fine however I just feel I need fresh air sometimes during the day, so I go out and come 
back. 
7) Have you heard of service design and co-creation? 
No. It sounds very interesting. I would like to hear more.  
8) What is your motivation to join this interview? 
The topic is at my heart. As employee, I want to have work-life balance. It is very im-
portant to me that I am having good physical and mental condition at work. This topic is 
something I feel I could also contribute a lot because I have done some research myself to 
discover for example what could make me energized and feel less stressed.  
9) Free comments 
Hopefully more well-being awareness is raised in case company X. Management plays an im-
portant role in making sure people take care of themselves during working hours.  
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Appendix 2 EUS Survey  
 
The thesis project focuses on “Being in the building” and “working in the building” therefore 
the EUS survey attached included these two parts.  
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